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Largest Selling Insect - Killer 


HOUSANDS of Hardware Stores, located every- 
where, are increasing their Flit sales and profits, 
year after year. Do likewise! Link your store with the 
tremendous 1929 Flit advertising campaign. Order 
Flit now. Stanco Distributors, Inc., New York City. 
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THANK You Mz: Mashback 


President of big New York jobbing house glad he 
concentrated on Greenfield small tools. 


The Masback Hardware Company is 
one of New York City’s largest, most 
progressive jobbing houses. Mr. Mas- 
back himself has written many widely- 
read articles for hardware maga- 
zines. So his letter, reproduced 

here, is a decidedly worthwhile 
compliment. 


Please notice particularly 
what he says about profits. 


. “Our insistence that 
every article we handle 
pay its own way. 


“In going over our 
lines and making 
1929 plans, I was 


glad to note the Po 
“Ng cuss concentrated buying 


steady increase 

in volume and profits 

on the lines we purchase 

from you. It proves that we 

made a wise move when we decided to 
concentrate on Greenfield small tools... . 


” 


The Masback Hardware Company is 
one of many jobbing houses of national 


New York: (5 War- 
ren St. 

Chicago: 13 $8. Clin- 
ten St. 


Detroit: 228 Congress 
St., W. 


GREENFIELD, 





reputation who have found, through 

actual test, that it pays to concen- 

trate small tool purchases. They ob- 

tain— without extra cost—the value 

of a name which is known and 

trusted by small tool users every- 

where. Salesmen and cus- 

tomers alike know and 

have confidence in 

“ the Greenfield 

name. And the 

immense value of 

ready, willing con- 

sumer acceptance 

scarcely needs to be 
stressed. 


We urge you to, dis- 


with us in greater detail. 

We feel we can point out 

many time and money sav- 

ing advantages. And don’t 

forget to send in for the new 

Greenfield Catalog No. 29. Your copy 
is ready. 


Canadian Plant: 
Greenfeld Tap & 


Ltd., Galt, Ontario. 


H.A. Feb. 14, 1929. 
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66 of these women 


will buy no other mop 


A startling change 
in women’s buying habits 
revealed by survey 


| Bare any longer hide your mops in the back of 
the store. For if you do, you'll lose a lot of 
easy reminder sales. 


Women are buying mops by brand name now — 
Betty Bright Mops, just like Mazda lamps and Hot- 
point irons. Three campaigns of heavy national adver- 
tising have made “Betty Bright” a household word. 

Sixty-six out of every 100 Betty Bright buyers, by 
their own statements, will repeat on Betty Bright re- 
placement cloths or new Betty Bright handles! 

Already a leader, with a new and bigger spring ad- 
vertising drive behind it, the Betty Bright promises 
greater profits than before. Display it in the window; 
feature it in your newspaper ads. We will send you, 
free, the complete Betty Bright Copy and Cut Service 
if you mail the coupon below. 

Let us tell you, too, about the clever Betty Bright 
Reversible Dust Mop retailing at $1.50; and the sen- 
sational Betty Bright 
Polish 100% profit 
deal. Mail coupon 
now. 





A mop that is wrung by 
turning a handle grip, that 
saves a woman's hands 
from mop water. No 
wonder nearly two million 
Betty Brights are in use 











Betty Bright Polish perfected especially for the 
popular finishes of today, Duco, lacquers, enam- 
els, and varnishes. There's 4 100% profit special 
deal on it: Rush coupon for details 


,) ‘ 
!) FVT 2 Ry GH i Bright Polish 
) y if I} a y | Tell me about the Betty Bright Reversible Dust Mop 
SELF-WRINGING VioP City 
y i Jobber’s Name 











2 Gone! + ++ 
the hateful part 
of mopping 


coarse reddened hands 


OW unfair they are to you 
grimy, work-stained hands 
tuined by mop water! They sar “0 
from iovuking young and 
spoil the effect your Maaelaie 
grooming 
A hateful tyranny! Why xg 
it? Old-tashianed methods of 
Moppiog are as extinct as the ot 
lamp, since the Revey Bright Self 
wringing Mop came into use. Now 
more than a million American women, 
where hands never tomch mop water, ate 
singing © enthusiastic praises of che 
Berry Bright. Ac last, they say, # 
ot dagen mop that works! 
Sa simple and easy rub ro preace Spots ohd stains Ant 
you don't anced to get down on you 
Jose - yy Benet ty TP hands and knees to do it* 
die fen Phy cee cod Rag ag rave sal Presto—a mew mop 
Of course, the cloth is removable 
You can buy a Retry Brighs replace 
ment cloth for ilty cents, treat 


} eget to ¢ that steaming 

sles ie pry Bis it dry 

‘ou stand erect to wring the Betty 
ey che Mop. A special patent keeps f 

i irom ght polish, 

useing = [Sek woes 2 same hindie,” o4 substituce this 
mp pat pe are soepier water, nei cloth to polish hard- jaan ode Pry doee 
rts aig aclean, completely &y Qoors é 
floor much more quick! The Betry Weight Self-wring- 
ivthan testers! ing Mop, complete with cloth, 

A ns women love costs onts one dollar at 
By holding down the handle ip. leading deparcment, 
you give the brig? Bright Mc hardware and grocery 
broom-ti 


They wring thee wong by saorely 
ya handle Brip, preted 


stores, Uf you cannot 

find st, send one dollar 

, with coupon below 

and receive a Betty 

merely turaing the mop Bright Self-wring- 

over, oe Papen dprepere that will ing Mop, postpaid. 

ake 49 Maric be 
Pleace send me a Rarey Deine Su-secinging § Moy} 


BETTY BRIGHT © eee 


Tas ators baile te (arene ated delet 


 SELF-WRINGING Mop Binesrer sina 3 




















Appearing in Good Housekeeping, out January 25th, 
this page and advertisements in seven other national 
magazines will sell Betty Bright Mops to many of 
your customers 


A dust mop that can be 
turned over, needs shaking 
out only half as often. And 
notice the “peaked” nose. 
The Betty Bright reversible 
Dust Mop sells on sight 





Parker-Regan Corporation, Dept.29-L 
524 Superior Ave., N. E., Cleveland; 593 Market St., 
San Francisco 
Please send, free, Betty Bright Copy and Cut Service 
Rush details on special 100% profit deal on Betty 


Name 
Address 
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Originators of 
Consolidated Chain Sizes 


With a different sized tire chain for 
each tire size, dealers were forced to 
handle a large and varied stock to satisfy 
their trade. 


But the Bee Manufacturing Company 
ended all that. They led the way toa more 
profitable chain business for you by con- 
solidating chain sizes. 


Now you need but eleven sizes of Hum 





=~ TIRE CHAINS 


Positive Lock, Double Tied Side Chain LI 
Makes Safety Certain 





Pyrene Manufacturing Co., Newark, N. J. 


passenger car chains to take care of all 
tire sizes. Plain common sense suggests 
that you reduce your investment by stock- 
ing Hem tire chains. 


Place your order with your jobber now. 
Ask him for display material so that you 
can feature these fast selling chains on 
your counter and in your window where 
your customers will see and buy. 
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Gites. Ss 





see 


er ae 





Sania 


PES Oe Se etree Pe 








rh SEALE: Biss 


STRESS 


+A AE 





HARDWARE AGE for FEBRUARY 14, 


1929 





BUILD UP YOUR TROWEL SALES 


WITH THE GREAT DISSTON LINE 


Disston Trowels have won their 
leadership . . . on merit alone. 
They are selling fastest . . . be- 
cause plasterers, bricklayers, stone 
masons, and cement workers have 
told one another about them! 

They give the user features that 
he can’t get in other trowels: new 





and improved design, Disston 


Steel and Disston Temper, better 
“hang,” finer finish, handles that 
Stay put. 

The line is complete. Here are 
the leaders. 
jobber. 


Order from your 














No. 38 Finishing Trowel 


Manufactured from highest grade Disston- 
made Steel, tempered by our improved method; 
accurately ground blades, extra thin, 24 gauge. 
Extra long mounting, fastened to blade with 
ten rivets. Handle specially shaped and formed 
to fit the hand as shown above. 


Lengths of Blade...10”, 10%”, 11”, 11%”, 12” 








No. 28 Plasterers’ Trowel 


Has accurately ground thin blade of Disston- 
made steel, 24 gauge, fastened to extra long 
mounting by ten rivets. Upright forms shield 
for protection of hand. Long tang extends 
through handle and is securely fastened by hex- 
agon barrel-nut. Made also with leather handle, 
designated as No. 128. 


Lengths of Blade...10”, 10%”, 11”, 114%”, 12” 











No. 1 Plasterers’ Trowel 


Blade of Disston-made Steel. Mounting is 
fastened to blade with four rivets. Hardwood 
handle, comfortable Fie. Tang extends through 
handle and is riveted on end. 


Lengths of Blade. ..10”, 10%”, 11”, 11%”, 12” 





and ample knuckle room. Beier through handle, 
fastened with hexagon barre! 
fastened with ten rivets. 
Blades 4” wide, 22 gauge. Lengths, 
tt”, ig 5 a0, 16, 1" 


nut. Mounting 








No. 68 Cementers’ Trowel 


Same as No. 48 Cementers’ Trowel, except 
made with straight handle. All blades 4” wide, 
24 gauge. 
eee 11”, 12”, 14”, 16”, 18” 





No. 15 Pointing Trowel 


Forged in one piece from Disston trowel steel, 
tempered, ground and polished. Hardwood 
handle. 

MATIN S50 5.9.65 0's 0% a”, 4", 5”, 5%", 6", 7” 





No. 35 Tile Setters’ Trowel 


Blade of Disston-made Steel. Hardwood handle, 
comfortable grip. 
eee 7”, width at heel......... 4” 





No. 48 Cementers’ Trowel 


Designed especially for spreading and packing 
ouente Blade made of Disston Steel, finely fin- 
ished, with right proportions, temper, and gauge. 
Mounting is long, strong, securely fastened. 
Handle conforms to hand, with comfortable grip 





Disston Margin Trowels 


Forged in one piece from the highest grade 
Disston trowel steel, uniformly tempered, — 


and polished. Spiral tang, hardwood handle, 
comfortable grip. Four sizes. 
| rr wale. Wes 26.26.6022 4”"x2” 


1 ae ee Sata". Ne. 27... 2.203% 8”=2” 











te 
The new Disston D-8 Lightweight Saw weighs 
1 lb. 7 oz. in 26-in. length. The new Disston 
Regular Pattern (standard width) D-8 Saw, 
also made lighter, now weighs 1 Ib, 1014 oz. 


DISSTON SAWS 
MADE LIGHTER 


The new Disston Hand Saws 
are god . . . because they are 











ground thinner and improved in 
design. 

- But, al- 

Six Advantages though they 

1—Lighter Blades are thin, 

—for easier cutting | the y are 

2—Narrower Blades stif. They 


—save strength 
3—True-Taper Grind 
—for faster cutting 
4—Thin, yet Stiff 
—for true running 
5—New Handles 
—give better balance 
6—Disston Steel 
—stays sharp longer. 


stand up to 
their work. 
They cut 
easier, and 
faster, than 
heavier 
blades not 
ground as 
Disston 
now grinds hand saws. 

The improved Disston True- 
Taper Grind produces a thin back 
with perfect p sir tapers: one from 
the handle to 
the point, and 
the other from 
the cutting edge 
to*the back of 
the blade. The 
tooth edge is of 
the same thick- 
ness from one end to the other. 

It took both Disston Steel and 
Disston skill to produce these 
lighter, thinner saws, stiff and 
sturdy, which save the user’s 
strength and speed up his sawing. 


NEW SAWS MEET 
USERS’ NEEDS 


With the lighter work done today, 
the new Disston Hand Saws meet the 
users’ needs better than the heavier 
saws . . . and sell far better wherever 
they are shown. 

Seven lightweight (ship pattern) 
Saws: D-15, D-12, D-23, D-20, D-16, 
D-8, D-7. 

Eight regular pattern (standard 
width) saws: D-115, D-12, D-16, D-8, 
D-7, D-112, D-17, D-120. 

—all of them in your jobbers’ stocks. 

















Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U. A. S. Canadian Factory, Toronto 
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*AMERICA FRANCE LINE 
42 Broadway, New York City 
N. Atlantic to French Atlantic ports 


*AMERICAN BRAZIL LINE 
17 Battery Place, New York City 
Atlantic ports to ports in Northern Brazil 


*AMERICAN DIAMOND LINES 
67 Exchange Place, New York City 
North Atlantic Ports to Holland and Belgium 


DIXIE UK LINE 
New Orleans, La. 
New Orleans to United Kingdom 


AMERICAN MERCHANT LINES 
17 Battery Place, New York City 
Passenger and freight services to UnitedKingdom 


*AMERICAN PIONEER LINE 
11 Broadway, New York City 
North Atlantic ports to Orient, India 
and Australia 
An around-the- World Service periodically 
via the Suez Canal 


DIXIE MEDITERRANEAN LINE 
New Orleans, La. 
New Orleans to Mediterranean ports 


GULF BRAZIL RIVER PLATE LINE 
Hibernia Bank Bldg., New Orleans, La. 
Gulf ports to east coast of South America 


MISSISSIPPI VALLEY EUROPEAN LINE 
Hibernia Bank Bldg., New Orleans, La. 
New Orleans to French and Belgian ports 


YANKEE LINE 
110 State Street, Boston, Mass. 
North Atlantic ports to German ports 


GULF WEST MEDITERRANEAN LINE 
917 Whitney Building, New Orleans, La. 
Gulf and South Atlantic ports to Portuguese, 
Spanish,and North African ports(west of Bizerta) 


MOBILE OCEANIC LINE 
Mobile, Ala. 
Mobile and Eastern Gulf ports to United 
Kingdom and continental European ports 


AMERICAN GULF ORIENT LINE 
917 Whitney Bldg., New Orleans, La. 
Gulf ports to Orient and Dutch E. I. 


AMERICAN REPUBLICS LINE 
33 Broad Street, Boston, Mass. 
N. and S. Atl. ports to Brazil and River Plate 
ports, east coast of S. America 


ORIOLE LINES 
Citizens Natl. Bank Bldg., Baltimore, Md. 
North Atlantic ports to west coast of 
United Kingdom and Irish ports 


SOUTHERN STATES LINE 
925 Whitney Central Building, New Orleans, La. 
New Orleans and Texas ports to German 
and Holland ports 
TEXAS MEDITERRANEAN LINE 
Cotton Exchange Bldg., Galveston, Tex. 
Texas ports to Mediterranean ports 


TEXAS UKAY LINE 
Galveston, Texas 
Texas ports to United Kingdom ports 


TEXAS STAR LINE 
New Orleans, La. 
Texas ports to French and Belgian ports 


UNITED STATES LINES 
45 Broadway, New York City 
Passenger, mail, freight services to 
England, Ireland, France and Germany 


* Acc dati ilable for a limited 
number of passengers on these lines. 























THE New AMERICAN MERCHANT MARINE 
throws the markets of the world open to 
AMERICA’S INDUSTRIES 


N the busy years since 1918 there has been built up in the United 

States an extensive new Merchant Marine that in equipment, 
personnel and ability ranks with the finest in the world. It consists 
of a fleet of several hundred speedy, modern ships contained in the 
20 lines operated for the United States Shipping Board and in the 
17 lines developed and formerly controlled by the Shipping Board 
but now under private ownership. 

Sailing regularly from Atlantic Coast, Pacific Coast and Gulf 
ports for practically every port of importance in the world, these 
fast American freight vessels have played an important part in 
our world-wide industrial expansion of the last few years. Today 
they offer manufacturers and producers in this country such de- 
pendable, economical transportation facilities as have never before 
been available. 

On this page are listed the 20 lines, embracing 256 vessels, 
under Shipping Board management. Available to users or prospec- 
tive users of all these lines are the advice and counsel of the ex- 
perienced American operators of the Merchant Fleet Corporation. 
These experts will be glad to help you solve any shipping problems. 

For complete information on either freight or passenger services, 
write for“Trade Routes and Shipping Services,” acomprehensive free 
booklet issued for manufacturers interested in Foreign Commerce. 


m 
| 
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UNITED STATES SHIPPING BOARD 
MERCHANT FLEET CORPORATION 


WASHINGTON, D. C. 


PASSENGER SERVICES: Luxurious passenger accommodations are 
available on the vessels of the United States Lines which include the 


famous Leviathan, world’s largest ship. The American Merchant Lines, - 


with sailings weekly, offer comfortable passage at remarkably reason- 
able rates between New York and London. 
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WOOD ina 
TUBE/ 


YOUR CUSTOMERS 
MEN, WOMEN AND CHILDREN 
All have many uses for WOODFIX 


WOODFIX is wood in the form of paste that can be applied like putty and when 
hard has all the characteristics of wood. 

WOODFIX has great adhesive properties. It will stick to metal, wood or stone 
and when properly applied cannot be separated from its base except by cutting. 
WOODFIX in a tube is a fast seller because the tube allows the user to press out 
just the amount required and keeps the remaining contents in its original 
pliable condition for the next job. 

For carpenters, cabinet makers, repair work about the home or factory, in any 
of one thousand and one different places, WOODFIX is in great demand. 
WOODFIX is supplied in a display carton of one dozen tubes and when opened 
is its own attention-getting window or counter salesman. 

Fill in the accompanying coupon. We will send you a trial tube free, with full 
particulars about WOODFIX. 
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FREE TRIAL COUPON 


You may send me a free sample tube of 
WOODFIX. 


Firm Name 





|} Address 





City 


Name of 
Jobber 


40 COURT STREET, BOSTON, MASs. (“™ 
































~ 
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Who'll get the business?r 


} 


Mag VERY time you pick up a hardware 
ba (eeaay Paper you're apt to read something 
z#4 about chain store competition. 





You’re urged to take this leaf or that leaf 
out of the chain store’s book. You’re urged to 
compete with good displays, clean stores, 
clever store arrangement and a host of other 
things. It’s all good dope, too. 

If you believe what you read, chain storecom- 
petition is something the hardware retailer 
must watch closely if he is to 


kind of business, but there’s no doubt about 
any hardware store being able to operate a 
builders’ hardware department at a profit. 


Let the fellow that knows the most about 
builders’ hardware in your store have some 
time to do outside selling. Let him go out 
where new buildings are planned. Let him get 
right on the job 4efore the builder’s ready to 
buy hardware trim. 


Give him some space in the store for a real de- 
partment—some nice chairs 





make any money. Frankly, 


Good Buildings Deserve Good Hardware 


for prospects to sit in, good 





we believe it’s worth while 


looking table on which to 





watching the chains, all 
right, but we doubt if the 





show mounted samples of 
trim, (your man will need it 








success of a hardware mer- 
chant depends on it. 





And here’s why. 


There’s one thing a hard- 
ware man can do which the 
chains don’t — which they 
probably can’t. That is to 
conduct an honest-to-good- 
ness builders’ hardware de- 
partment and make money 
on it. 


The hardware store is 
headquarters for builders’ 
hardware — it’s the natural 
place for a man to go 








to take off hardware needs 
from plans, for estimating, 
too). A rug and even some 
curtains would help. Make 
the place as little like the 
rest of the store as possible. 
Make it a pleasant consulta- 
tion room. 


But thatisn’t all, by along 
shot. Your man should know 
his onions. He doesn’t have 
to be a whiz to start with, 
for if you’re a Corbin dealer 
he can get real dope on 
builders’ hardware from 








when he wants to buy 

hardware trim for a building. Naturally, in 
the hardware store there’s someone who can 
(and will) advise architects, contractors, own- 
ers, on their builders’ hardware needs. 


Now it takes study and experience for a 
man to know the builders’ hardware business. 
Merchandising doesn’t play the part it does 
in most hardware lines if you’re going after 
big stuff, real contracts. Technical knowledge 
and sheer salesmanship are needed. It’s ques- 
tionable whether the chains could handle that 


New York 


Corbin—how to figure from 
plans, what the technical terms are,—the 
whole works. 


Yes, sir. Few chain stores if any can compete 
with a real builders’ hardware department. 
And few departments of a chain store have 
such profit opportunities. 

(While we’re on the subject, maybe we'd better tell 
you we’re in the builders’ hardware business. We’re 
strong for merchants who operate builders’ hardware 
departments—we back them to the limit if they handle 


Good Hardware—Corbin. Can we help you to get your 
builders’ hardware department in shape?) 


P. & F. CORBIN “2 Suns 
© . 1849. =(CONNECTICUT 
The American Hardware Corporation, Successor 


Chicago 


Philadeiphia 
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Cash in on the vast, ready-made 


HIS year---make U. S. Poultry Fence the leader in your drive 
for poultry supply business! 
Use it to attract new trade! 


market for this superior netting! 
Use it to increase sales and profits! 


U. S. Poultry Fence, today, is the fastest-selling poultry netting on the 
market. Buyers everywhere ask for it by name. They know its 
straight-line construction to be superior to every other type of netting. 
They insist upon it.- Nothing else will do. 

Now is the time to profit by this amazing demand. Let us urge that 
you check your stocks! See that you have an ample supply of U. S. 
Poultry Fence to take care of your trade! 

Then launch an aggressive campaign for the poultry netting business 


in your territory! Our FREE Dealer Helps---window cards, news- 
paper electrotypes, envelope enclosures---are yours 


for the asking. 






Indiana Steel & Wire 
Company 


Muncie, Indiana 








Sold ONLY through the 
regular wholesale and 


Ons-tach Mech retail trade. 


US, 
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Priced to meet any and all com] et | 
Built to win the customer with both 
its good appearance and its very ap- 
parent sturdiness and fast-washing 


ability—a washer that will “demon- 
strate” against all of them—and WIN! 


And It Sells For A Third Less! 







A ee RL 










Full six-sheet, stainless nickel - lined 5 
copper tub—new one-piece taper-post 
cast aluminum agitator — high - grade 
wringer with semi-soft rolls—'%4 hp. 
motor (guaranteed) and the quality 
that has always gone into GETZ prod- 
ucts. 





NU 


ws 


= ~ Write for details—discounts—price. 

= Japered -post 

= Concave Cast The new MODEL 40 “American Beauty” is 
= 1 h ith doubl lled “th 

= . tately w ouble-wa . 
= Aluminum qebher "sab, iapaead-ait east sluewnans ante: 
= Agitator tor and is finished in two-toned enamels. It 
= will continue to be a leader in dealer profits 
= in 1929 

=GETZ POWER WASHER CO. 

& MORTON, ILLINOIS 





S 
OULDDEGERGGDCREGRRRGRRCTREGGRIY 4229 WALNUT STREET 


NEW DESIGN CAST ALUMINUM AGITATOR 
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Goodrich Garden Hose 
is made with the im- 
proved“ lead press” proc- 
ess. Hot water pres- 
sure drives the rubber 
into the braid, increas- 
ing durability and wear 
resistance. 





A water-cured garden hose 
that sells well -— -— and has no 
come-backs + ‘ 


A quality hose that builds good will and good 
profits. 25- and 50-foot lengths. In the green 
wrapper... A Goodrich jobber is near you. 


ee 





GARDEN HOSE 
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SEGAL BURGLAR PROOF RIM LATCH SET No. 48,200 


Burglary Prevention 


as well 
as 
good 


hard- 


ware 





SEGAL BURGLAR PROOF LOCK SET No. 88,000 


SEGAL LOCK &© HARDWARE CoO., Inc. 
JSESZAL] MANUFACTURERS OF BURGLAR PROOF LOCKS 4ISESAT] 
57 Ferris Street Brooklyn, N. Y. 
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ERMANENT 
ROTECTIEI 





for Vital Business Records 


ou can’t 

afford 

to be 
without it 


:-NSURANCE 
against loss is regarded now as 
a necessity in carrying on busi- 
ness transactions. No responsi- 
ble business man denies this as 
a principle. But - - - - 


Not even insurance can replace 
the most vital assets of your 
business. 


Among these are records that 
list your transactions, tell you 
how much you owe, and how 
much is owed to you. Precious 
little bits of paper - - - They can 
never be replaced, once theyare 
lost through fire or mislaid 
through negligence. 


Yet, they can be protected, just 
as surely as you protect any 


The GF Allisteel Line: 
Sectional Cases - Transfer Cases - Storage Cabinets 
Safes - Document Files - 


other asset of like value. GF 
Allsteel Safes provide practical, 
permanent, protection against 
fire. Through scores of dis- 
astrous fires that reduced every 
other bit of property to worth- 
less ashes, GF Safes have 
brought their valuable contents 
through safe and sound. 


As an added assurance that your 
records will be protected, GF 
has made these safes so they 
may be quickly moved to the 


Filing Cabinets - Shelving 
Desks - Tables - Supplies f 








With Underwriters’ 











SAFES | 


Class “A” Label 








THE GENERAL FIREPROOFING CO. 


“Safeguarding Vital Records of Business”. 


i” peak TE ee ee eee Res 





point where records are used. 
And their attractive finish and 
perfect simplicity of design en- 
titles these safes to the company 
of the finest furnishings. 


You'll find GF Allsteel Safes and 
the many other articles of GF 
steel equipment at authorized 
branches or dealers everywhere. 


THE GENERAL FIREPROOFING 


COMPANY -: Youngstown, Ohio 
CANADIAN PLANT, TORONTO 
Branches and Dealers in all Principal Cities 


ATTACH THIS COUPON TO 
“" YOUR FIRM LETTERHEAD 


H.A. 
Youngstown, Ohio 


Please send your booklet entitled 











ON 
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A REGISTERED TRADE NAME 


9lete Line 


The master pump designers who have 
developed the Myers Line of Hand 
and Power Spray Pumps, Nozzles and 

Spraying Accessories and have brought 
it to its present high standard have cre- 
ated the new line of Myers Self-Oiling 

Power and Traction Sprayers that will bring 

field crop spraying closer to perfection than 

ever before. 


New and practical features — durability, 
speed, economy and efficiency — they are com- 
bined in the new Myers Portable Sprayers to give 
users maximum spraying service at a minimum of 
cost. Think what this means to those who have 
orchards or trees, rowed or field crops to spray. 
Think what it represents in trade value to you. And 
remember, that the line is complete with a style for 
every need in this range of spraying activities. 


Study the illustration carefully. — Engine or traction 
operated power pump—125 or 150-gallon cypress tank— 
high-clas$ engine of standard make—improved type of rotary 
agitator — wide tread steel wheels — heavy steel axles — im- 
proved four-row spray boom with flexible steel pendants car- 
rying lower nozzles —lever operated from driver’s seat (full 
width 12 feet—2!4 inches—easily folded for transportation or 
storage)—triple nozzle spray, one above and one on each side of 
row—nozzles adjustable to any height to accommodate plant 
development (not a leaf or twig escapes)—pressure regulating valve, 
pressure gauge, fine gauze strainer, gate valves, hose, doubletree 
neckyoke, comfortable driver’s seat— assembled complete ready to 
spray—truly, a wonder line for discriminating users. 


Spraying activities will start with a vim in the near future! The 
demand will be heavy! Now is the time to act! Get the facts today! 


Write or wire for catalog and prices! 
We are ready to serve you! 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 


Gye eter 
‘Oo The 
MYERS  * 


PUMPS -WATER SYSTEMS - HAY 








OUNCING 
MYERS 





POWER AND 
TRACTION 


| SPRAYERS 
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N line with modern 
hardware retailing, 

Lupton has developed a Dis- 
play Table which makes mer- 
chandise itself the catalogue of 
your stock. It not only embodies 
the dimensions and arrangements 
recommended by the N. R. H. A., but 
also has the great advantage of lasting, 
space-saving and economical steel construc- 
tion. Already, merchants who have installed 
Lupton Steel Display Tables have increased turn- 
over of low-priced stock from 25% to 500%. 





Front 

View: 
showing 
standard 

N. R. H.A. size 
bulb-edge glass 
partitions. The 


space below top is for 
display ofenamelware, 
—_ jugs and other 
arge specials. Rear has 
four shelves for reserve 


Display Table 


This table is an ideal combination of dis- 
play, storage and fixture value. Each table 
displays 54 items on top and stores 
reserve stock below. Arranged in 
batteries of six with ample aisle 
space between, Lupton Tables 
set off your goods, attract trade 
and make sales easy. Get 
full details in Catalogue 
No. 913. Write for a 

copy today! 
David Lupton’s Sons 
Co., 2211 E. Alle- 


gheny Avenue, 
Philadelphia. 
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Your store will be 


Nationally Advertised 


throughout 


1929 





HOUSANDS and _ thou- 





sands of dollars will be 
spent throughout 1929 by the 
manufacturers of home furnish- 
ings and appliances in The 
Household Magazine for the 
purpose of educating the more 
than a million and a half read- 
ers of this publication on their 
products. 


These manufacturers realize the 
profit in the small town market, 
and that’s why they are culti- 
vating, through national adver- 
tising campaigns, these modern, 
discriminating women who read 
this publication. 





These campaigns nationally ad- 

















vertise your store—Because: 


First—This advertising is directed to the 
hundreds of Household subscribers 
who live in your town, and who are, or 
should be, your customers. 


Second—This advertising is selling your 
customers on articles you handle, or 
should handle—actually giving an ad- 
vance sales talk to bring these hundreds 
of Household readers into your store. 











These nationally known products will be advertised 
in Household Magazine of 1929: 


Atwater Kent Manufac- National Enameling & 


Florence Stove Co. 
International Silver Co.— 


Singer Sewing Machine 
Peko Jar ” patties Ss 
Chevrolet Motors 


Crane Co. Wall Paper Manufactur- 
Huenfeld Co. ers Assn. 


House Furnishings 


turing Co. Stamping Co. 
Perfection Stove Co. 
American Gas Machine 
Rogers Bros. 1847 Co. 

Coleman Lamp 
Lindemann & Hooverson 
LePage’s Glue 

Rubber Co. Boston Woven Hose Co. 
General Elecrtic Co. 

















Take advantage of this real sales 
opportunity. Tie-up your store with 
this national advertising by stocking 
and displaying the articles listed in 
the box below. All these articles will 
be backed throughout 1929 with strong 
advertising directed to the hundreds 
of Household readers who buy in your 
town. 


If you would like to see what the 
manufacturers of the articles men- 
tioned above are doing to build busi- 
ness for you among the million and a 
half of Household readers, a copy of 
the magazine will be sent to you free. 
Write to Dept. D. G. M., Household 
Magazine, Topeka, Kans. 


Tee HOUSEHOLD MAGAZINE 


“A Capper Publication” 
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~ Today’s Big News for Hardware Dealers 


WARREN OFFERS NEW FIXTURE LINE 


Incorporating Latest Features at Lowest Prices 
Hailed as Big Boon in Meeting Chain Competition 


Sh tei Sas ace pl Ma cs 
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See Warren SY A complete new line of Sectional ~/ The New Warren 
Sho-well Fixtures Hardware Display Fixtures—the fix- Sho-well Line 

At These ; Is Complete, 

Conventions tures you have always wanted to buy Se 
odumee. priced m at the P rice you want to P ay r Mechanics’ Tools 
Convention and Exhibi- 
ion, ade ‘eb. ee <a Builders’ and Shelf 
os ee The Warren ‘‘Sho-well” line—from ee 
naeten Set Meek: a single unit to a complete equip- Blectrical Goods 
come Oa a9 ae ment, includes just what you need Sporting Goods 
nea ; Ready Mixed Pai 
Illinois Retail Hardware for boosting sales 1n 1929. cae - a 

uminum an 


Association Convention 
Enamel Ware 

















and Exhibition, Chicago, ‘i 
ML, Feb. 12, 13 and 14, Check and mail the coupon for full 
1929. , 5 Miscellaneous Hous- 
Ohio Hardware Associa- information " furnishing Goods, 
@ tion Convention and Ex- etc. 
iy hibition, Cincinnati, 
4 Ohio, Feb. 19, 20, 21, | . 
B 22 and 23, 1929. J. D. Warren Mfg. Co. Cutlery Display Cases 
: ee soca - tach t Nail Bin Counters 
: ae dna “at 208 W. Washington Street 





Mail the Sey Tables 


lanta, Ga., May 14, 15, Chicago, Il. Coupon 


and 16, 1929. for Details Screw Cases, etc. 











i 1 

g J. D. WARREN MFG. CO. 
8 208 W. Washington Street, Chicago, 11. - 
‘ We want to know more about Warren Sho-well Fixtures, § 
: Display Tables, etc. Please send us: r 
s 
; © Warren ‘‘Sho-well’’ Dis- ©) Warren Sho-well Fixture §& 
: play Table “Folder. Catalog. ' 
a 
. CiInformation Sheet for © Nail Bin Counter Folder. & 
‘ Suggestive Floor Plan. H 
7 aad ; Name ‘ 
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Enthusiasm Greets the 
New Modern Models 
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of Lovell Wringers 


They have captured the fancy of the 
housewife and the support of the trade 


The new modern models look as efficient as they are—and as beautiful 
as the work they do. 


Simple, graceful design—smooth, plain surfaces; with rounded edges 
and corners—handsomely enameled in a neutral blue-grey—these new 
features win the women at first sight. 


And the modern models further endear themselves to their users by 
their new ease of operation and the thoroughness with which they 
perform their dual function of semi-drying and final-cleansing. 


These new hand-wringers embody the best features of the Lovell power- 
wringers and wringer rolls, which Lovell supplies to over two score of the 
leading makers of washing machines. 


They are the fruit of an experience beginning fifty years ago and con- 
tinuing through a-half-century of progress. 


Because of the obvious advance shown by these new models, both in 
appearance and in operation, they offer the housefurnishings dealer a 
new replacement market that does not wait upon the wearing out of 
wringers now in use. 









LOVELL MANUFACTURING COMPANY 
ERIE, PENNA., U.S. A. 
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'HE NESCO trade-mark has 
“become a symbol of quality 
to the Hardware Trade. 

This reputation has been earned 
over a long period of years by the 
workmanship, the finish and the 
quality of materials that have 
entered into the construction 
of all items in the NESCO line. 


No other utensils get such abuse 
and hard use as milk cans, milk 
pails, strainers, and other dairy 
items. Farmers and dairymen 
appreciate that cost is hardly a 
consideration in the purchasing 
of such equipment. 


NESCO milk cans are made in 
various types and weights to suit 
every demand and can be had in 
either 6-inch or 7%-inch neck 
and with the type of cover desired. 





Eee. 
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Dairy pails, strainer pails, milk- 
ing pails, cream cans, strainers, 
and milk pans are all made un- 
der the NESCO trade-mark to 
supply every demand. Hardware 
dealers find that a well assorted 
display of NESCO ware builds 
steady sales that are profitable. 
Jobbers in every section of the 
country stock the NESCO line. 
Ask your jobber, or write to us 
for catalog No. 42, if you do 
not have one. 


When in New York or Chicago 
visit our Show Rooms—Suite 510, 
210 Fifth Avenue, NewYork, and 
346-358 W. Kinzie St., Chicago. 


NATIONAL ENAMELING & 
STAMPING ComMPANY, INC. 


13 Twelfth Street Milwaukee, Wis. 
Factories and Branches: Milwaukee, New York, 
Baltimore, Granite city. e} Chicago, New 


Orleans, Laurel Hill, , Philade phia 
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Where Performance Counts 


BY 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


I’ve had lots to say about the reliability and speed of Clover Grease-Mixed 
Grinding and Lapping Compounds—naturally a fellow gets all worked up about his 
own stuff; and it’s only human nature to take what he says with a grain of salt. 
But, when outside authorities come out and tell you the same thing— 
well, that’s different! 

First, the new Government Specifications (published May Ist), based 
on scientific tests, stated that a grease-emixed compound not alone cuts 
3 % times faster than all others, but was so far superior in all other 


properties that in the future the Government would consider nothing 





else— 
And now comes the Byrd Antarctic Expedition and picks out 
Clover Compound to maintain its airplanes on this peril- 
ous trip—what greater tribute to quality and reliability 
could be given? 
Naturally, like all good manufacturers, we are contin- 
ually improving our product. If you haven’t used Clover 


Compound recently, let me send you a sample. 





It’s great stuff. 





=< —= SS sae | cae SSS aD 


| E. B. GALLAHER: 
CLOVER MEG. CO., NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 


SINCE 1903 —— 
|| Clover GREASE-MIXED Grinding 
| and Lapping Compound. 


SAND PAPERS 
METAL CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE 


METAL POLISHES a aaa emma ccecaat 


CLOVER GRINDING AND LAPPING COMPOUNDS Se cash 


Character 
of Business 


Name 
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Price and Value 


HEN buying Tubular and Clinch 

rivets you get just about as 
much as you pay for. Don’t accept 
rivets of the cheaper grade even 
though price concessions are attrac- 
tive. You cannot afford to sell rivets 
that are brittle because cheap rivets 
mean a one-time sale only. Our rivets 
may cost a few cents more but they 
are worth a great deal more—they’re 
dependable. 








Pacific Coast Representative 
J. T. McDEVITT. 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


—— by the keenest 
buying brains in the country 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON ' 


The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 
Jubular and 
Clinch Rivets 











—a var 
TT Fi Lee 
; ee 

aan “a aaa 
S * re _ 























“te 





HARDWARE AGE for FEBRUARY I4, 1929 














THE CART « «2 and__ 


Main Office: 9 East 40th Street, New York City 


Wrigley Bidg. 


222 Monadnock Bldg. 


THE HORSE . 1 


Big national advertising circulation is important to the sale 


of any product. 


But don’t put the cart before the horse! 


| gh circulation in your city that does 
the work for you. Circulation influ- 
encing your community—reaching your 
customers— moving your merchandise 
—is the only circulation that does any 
pulling so far as you are concerned. 


The American Weekly is the one 
national publication that will do as big 
a job for you as for the manufacturer 
—a publication that blankets nationally 
and dominates /ocally! 


~~ 
What is the American Weekly? 


The American Weekly is the magazine 
distributed through the seventeen great 
Hearst Sunday Newspapers from seven- 
teen principal American Cities*—a 
magazine whose colossal circulation 
concentrates in 485 of America’s 784 


Greatest 
Circulation 
in the World 


Branch Offices: 
5 Winthrop Square 


1138 Hanna Bldg. 


San Francisco Cleveland Atlanta 


#* Albany 
Los An 
San An 


12-231 General Motors Bldg., Detroit 


Atlanta Baltimore Boston Chicago Detroit 
geles Milwaukee New York Omaha Pittsburgh Rochester 
tonio Syracuse San Francisco Seattle Washington 





‘ 753 Bonnie Brae 
Chicago Boston Los Angeles 


101 Marietta Street 


towns and cities of 10,000 population 
and over. 


In each of 153 cities it reaches 
one out of every two families. 


In 119 more cities it reaches from 
40 to 50%. 

In an additional 108 cities it 
reaches from 30 to 40%. 


In another 105 cities it reaches 
from 20 to 30%. 


And almost two million additional 
copies of the American Weekly are 
bought in thousands of other thriving 
communities — constituting a tremen- 
dous national total of 5,646,898 fami- 
lies who buy and read The American 
Weekly — the greatest circulation and 
the most responsive circulation of any 
publication in the world! 


THEAMERICAN — 
ZAWREKDY 


----—: MAIL THIS COUPON-—-—-— 


The American Weekly 
9 East 40th Street 
New York City 


statement of its circulation in my trading territory. 
Name 


Addres: 


ec ee ee ae ee 


Please send me a copy of the American Weekly and a 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
%, % and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 


esses: 
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H. 1 
ARDWARE dealers can over- %, ‘ u 

d : j a 


come price-cutting competition by 
concentrating on merchandise of 


superior quality and national repu- 


SERS, SRLS CRE NOP ete OC 


tation. Only by thus insuring com- 
plete satisfaction can the dealer gain 
the consumer confidence so neces- 
sary to repeat sales. 

The Yale line is one in which both 
dealer and customer can, and do, 
place their fullest confidence. Years : “od 
of faithful service and superior quality | 


backed by extensive national adver- 


tising have established Yale as one 


of the country’s foremost hardware 
manufacturers who distribute their am 
hardware products through the hard- 
ware trade. <c 

Hardware dealers find it pays to | 
standardize on Yale. Every require- — = 
ment can be met by this diversified 


line, which offers such a wide range 





of designs. Stock the complete Yale 
line and you will reap increased 


profits and repeat sales. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN,, U. S. A. 














Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 






YALE MARKED IS YALE MADE 
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Get Rid of Shelf- “Warmers 


M | L 4 E R G FA L L G Read what the U. S. Department of Commerce has to say on this vital subject: 


] {) ( L hy “Idle merchandise with its accumulating burden of costs for storage, interest, 
insurance, taxes, shrinkage, depreciation and obsolescence can make it difficult 


SINCE 


and frequently impossible for a merchant to remain in business unless the accu- 


1868 mulated burden is passed along to the consumer.” 


HARDWARE merchants who are making money 

today find in that paragraph the diagnosis of 
what ails many a sick business. How much stock is 
less important than how often it turns. 


Shelf-warmers are heavy,drags on the business. 
The remedy is: live lines, duplication cut out; 
tools people know and accept with minimum 
selling effort; elimination of obsolete sizes ; mer- 
chandize backed by vigorous advertising and com- 
pelling sales aids furnished by the manufacturer. 


Stock control quickly shows up the shelf-warmers. 
Concentrated buying effects definite economies in 
freight and cartage, bookkeeping, receiving and 
checking; means less time spent buying, more 
time selling. 


Concentration on Millers Falls Twelve Major 
Tool Lines will give you every possible advantage 


MILLERS FALLS 
COMPANY 


MILLERS FALLS, Massachusetts 


NEW YORK—28 Warren St. CHICAGO—9S. Clinton St. 


From a recent Bulletin issued by the U. S. Department of Commerce 


in quality, reputation, advertising support, com- 
pelling displays, catalogs. ; 


Your customers know Millers Falls Tools, read of 
them month after month in magazines that deal 
with their vocations and hobbies. 


Millers Falls Tools are advertised to machinists 
arid mechanics, carpenters, manual training school 
buyers, home workers, automotive men. Millers 
Falls displays in your window will turn passers-by 
into your store to buy the tools they’ve read about. 


To you then, Millers Falls means uniform stand- 
ards of quality, constant cooperation, minimum 
inventories, satisfied customers, steady turnover, 
all of which point to increasing profits. 


Would you like to know still more about your 
advantages in the Twelve Major Tool Lines? 
Then address our nearest office. 





ae 


r TWELVE MAJOR TOOL LINES 


Braces Auger Bits and Expansive Bits 
Bit Extensions Hand and Breast Drills 
Hack Saw Blades Hack Saw Frames 
Mitre Boxes Levels Plain Screw Drivers 
Automatic Tools Nail Sets and Punches 
The New Electric Toolshop a 
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n instant sales success 
wherever stores display them 


ERE are beautiful new colors and 
patterns in Fabrikoid Fabrics—the 
material recently developed by du Pont 
for smarter home decaration. You can 
offer them in a good range of colors— 
white, maize, orchid, blue, greenand pink. 
Because of their attractive colors and 
designs, Fabrikoid Fabrics sell quickly 
—get instant, popularity. And there are 
other qualities that win the approval of 
women. Dust and soil come off instantly 
under a damp cloth or soft brush and soap. 
Yet washing cannot injure the designs, 


because they are impressed right into 
the fabric itself. 

Women can find a hundred ways to use 
this handsome new material, Bridge 
table covers, scarves, table runners, shelv- 
ing . . . these are but a few of the items 
offered in Fabrikoid Fabrics. Their at- 
tractive colors and designs lend a new 
touch of brightness to the home—give 
the modern touch of smartness that house- 
wives of today demand. 

Wherever these new colors and designs 
in Fabrikoid Fabrics:have been displayed 


OOM abrikoid abrics 


in stores—they have won instant popu- 
larity. They are easy to stock, easy to 
handle, easy to sell. Today merchants 
everywhere vote them an unqualified 
success. 

Fabrikoid Fabrics come beautifully 
edged or attractively airbrushed in mod- 
ern designs, plain or by the yard. This is 
your opportunity to ring up profits by 
offering your women customers these new 
colors and decorations that can add charm 
and attractiveness to every room in their 
homes. 





E. I. DU PONT DE NEMOURS & CO., Inc,, 
Fabrikoid Division, Newburgh, N. Y. Dept. RA-1 
Please send oo and full information about the 


new du Pont Fabrikoid Fabrics for household uses. 


Name 





Address 





a nn 
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Does Your Store 
Have a Child Appeal? 


If Not, You’re Missing a Big Bet 


HE size of your profits in 1929 will pretty largely de- 

pend upon how you think and act. Profits on staple 
hardware items are pretty well set and defined. You'll 
make about as much as you have been making. 


It’s when you get into the specialty field that you have 
a chance to grow and expand, to make profits grow 
where they never grew before. 


The amount of your extra profits this year will depend 
upon your choice of special- 
ties and how you display and 
push them; and unless your 
choice takes in the child, you are missing a big bet. 


Blue Streak Children’s Vehicles are colorful, make at- 
tractive displays and win the interest of children. When 
you sell the child, you sell the parent. : 


Hardware stores that feature and carry a full line of Blue 
Streak Vehicles are popular stores and every time you'll 
find them to be stores where the boss is on his toes. Ask 
your jobber and write for our new 1929 catalog. 


The Complete Line Btue STREAK Everything on Wheels 


“Yhe TOLEDO METALWHEEL C0. Yoiedo,0 


Distinctive Children’s Vehicies Since 1887 


| I7,,: eres << vont 
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| Another 


GENUINE Meisselbach L e ve | 
Wind Reel that you can sell-— 
and sell aplenty—at $3.00. The most 
reel for the money that you or your 


trade can find. 


This is the new junior brother of the 
‘great Meisselbach success, the Bull’s-Eye 
Level Wind No. 100, which retails at $5.00. 
Though low in price it is no bargain 


counter product. If not the fine reel that i 


the Bull’s-Eye is, it nevertheless is a good, 


serviceable one, soundly made of good 








stuff, well designed and well put together. 


Pivots and pinion gear are accurately cut and fin- 
nished nickel steel, and the main gear is brass. 
Double-threaded cross-feed shaft or worm is 
bronze; traveling pawl is hardened steel, copper 
coated to prevent rust. Line, guide loop is Monel 
metal. Spool flanges, posts, seat, level winding 
guard and handle are brass, nickel plated; arbor 
is brass. End plates are Permo, as in the Bull’s 
Eye Reel; black color only. Grips of hard, durable 
composition, white in color. Oil cap and click 
on left end plate. Quadruple multiplier, with line 
capacity 80 yards. 


Produced entirely in our own factory, under 

rigid production and inspection standards, 

with quality materials and precision work- 

manship organized for quantity production. 
Every jobber and dealer should stock 
the new “Target” No. 105 in good vol- 
ume. It is a sure-fire trade winner— 
another bull’s-eye hit. 


THE A. F. MEISSELBACH MFG. COMPANY, Division of The General Industries Company 


2936 Taylor Street, Elyria, Ohio 


Representatives: South, Louis Williams & Co., Nashville, Tenn. Pacific Coast, Phil. B. Bekeart Co., 717 Market Street, San Francisco, Calif. 
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YOU ARE BOUNDP? 
TO CET THEIR: 


WINCHESTER 


TRADE MARK, 


GUNS and AMMUNITION 


Why? Because there are millions of Winchester 
Guns used in America to-day. This means that, 
among a large percentage of your customers, 
Winchester is bound to have first call. You know 
in advance what your customers will want and 
you are, therefore, safe in stocking a full line and 
stocking early so that you will miss no sale on 
any type of rifle or shotgun at any season of the 
year. There’s a Winchester Rifle or Shotgun for 
every shooting purpose — each the undisputed 
leader in its field. 


As for shotshells, you can also meet all needs 
more completely and exactly by stocking the 
Winchester line. Some shooters, for example, 
want the finest shotshell that money can buy. 
This, of course, is the Winchester Leader. It 
stands in a class of its own and, with its new coat 
of lacquer that increases resistance to moisture, 
that gives a beautiful glossy appearance and pro- 
vides an ideal crimp, itis even more outstanding 
than before. 


Other shooters—particularly trap shooters who 
use a great many shells—want a shell of lower 
cost yet one on which they can entirely depend. 
That, of course, is the Winchester Ranger—the 
shell that took the high cost out of shooting and 
kept all the satisfaction in. It is particularly good 
business to feature Ranger trap loads—low in 
cost yet as satisfactory a shell as any trap-shooter 
possibly could want. 


With Leaders, Rangers, Repeaters and Repeater 
Speed-Loads you can reach every shooter “right 
where he lives”. Order both your guns and am- 
munition early this year and enjoy an all-year sale. 


WINCHESTER REPEATING 
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Your profit 100% 





on BETTY BRIGHT POLISH 





if you order NOW... 





PRING coming soon — housecleaning time, polishing 

time. Our newly-perfected polish bound to be in de- 
mand by women who see the national advertising. What 
we want is national distribution QUICKLY. Hence 
this special introductory offer. 
Call your jobber or communicate with our nearest of- 
fice at once. This offer expires April 30, 1929. Dept. 
29-K, Parker-Regan Corporation,524 Superior Avenue, 
N. E., Cleveland, Ohio; 593 Market Street, San Fran- 


cisco, California. 


Manafacturers of Betty Bright Self-wringing Mops. 








A superior product for 
restoring brilliance to all 
varnish, lacquer, enamel 
and Daco finishes, Betty 
Bright Polish will be a 
steady profit-maker for 
you. Stock it now and 
make 100% on your order 








| 7 100% PROFIT 


SPECIAL OFFER 


You bay 1doz. 40z.sizeat . 


1 doz. 12 oz. size at 


YOUR TOTAL COST . 


You get 1 doz. 4 oz. size . 


You sell 2 doz. 4 oz. 30c ea. 
1 doz. 12 oz. 60c ea. 
TOTAL RESALE . 
Your cost . 


Your 100% Profit 











. $2.40 
- 4.80 


7.20 
FREE 


. $7.20 


7.20 
$14.40 


. 7.20 


$7.20 





No quantity limit on this offer. You can buy as many as you like 


of these units — packed 2 doz. 4 oz. and 1 doz. 12 oz. to the case 
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OUT PROSPECTIN’ 


Net with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 





There’s a little touch of the “sour dough’ 
in most of us. We like to pitch our ewn 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re om 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 
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Still Sets the Pace! 


“The proof of the pudding is in the eating.” During 1928, Gendron Dealers 
cleaned up handsome profits. For 1929 Gendron designers have created the 
snappiest line of wheel goods ever offered the trade—items that will move faster 
than any you’ve ever had before. 


Gendron Exhibit at the New York Toy Fair 


See these new numbers at the New York Toy Fair this February. The Gendron 
Exhibit is being displayed in suites 414-16-18 of the Breslin Hotel. 





Also a new line of nursery furniture—cribs, bassinets, dressing tables, swings, 
etc. . 


The 1929 Catalog nm 


Crammed full of good news 
for you. Complete infor- 
mation on all new numbers. 
Your copy awaits your re- 
quest. . 









No. 52. A new coaster 
wagon that will pep up 
your wheel goods dis- 
play. Order a sample. 





Playground Equipment 


For spring trade, feature 
HEALTH BUILDERS 





Slides, roller-coasters, see- 
saws, garden sets, collaps- 
ible wading pools, and 
many others. Send now 
for detailed information 
and cash in on a great “hot 
weather” business. 


“Pioneer Line” 
Vehicles for Children 


THE GENDRON WHEEL COMPANY, FACTORY, TOLEDO, OHIO. N. Y. Office 7 E. 17th St. 
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Barney & Berry Focusing Lantern 
(B-935) 

The same fine type of fécusing light you find in a Barney & 
Berry Focusing Spotlight. This time, however, it’s in a handsome 
square case, finished in green crystallizing lacquer with nickel 
trimmings. It can be set upon a table where it provides a hand- 
some ornament as well as a handy light. It is carried by the bail 
hanger handle or fastened, by this hanger, to a pocket or belt. 
Throws intense clear light up to 350 ft. Takes three standard 
(B-15) Barney & Berry Battery cells and uses Mazda (No. 13) 
lamp. It’s a lantern which has both artistic and practical appeal 
—a leader which will lead to increased sales. 


Barney & Berry Wonderlite 
(B-1123) 

A high grade and practical novelty light with case strikingly 
finished in red, green or blue, with nickel plated switch and 
fittings. With special Barney & Berry 2-cell battery, bulls-eye 
lense, silvered reflector and genuine Mazda bulb it’s a better per- 
former and more striking in appearance than the Baby Tubular 
while lower in price and not so bulky as the Standard Tubular. 
Packed, 2 of each color, in an eye-catching display box (DB- 
1123), you will find the Wonderlite ‘a fast mover which you can 
offer at an attractive price. 


DARNEYG DERRY 
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The Premier Showing 


of the 


1929 Line 


The Complete Line of Children’s Vehicles 
During the 


NEW YORK TOY FAIR 


February 4th to March 2nd 


at our 


Permanent Display Rooms 


318 Fifth Avenue Building 
200 Fifth Avenue 


Write for Your Copy of the 1929 Catalog 


Say Foi Company 
WASHINGTON, PENNA. 


Permanent Displays 


New York: New York: Chicago: 
Fifth Avenue Bldg., Strobel-Wilken Co., American Furniture Mart, 
200 Fifth Avenue No. 33 East 17th St. 666 Lake Shore Blvd. 


and at our Factories 
Washington, Penna. Elkhart, Ind. Toronto, Ont. 
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Get More Customers 


BESIDES the general run of sportsmen customers that Hoppe’s Products bring in—to pick 
up a bottle, a can or a tube—there are many others who will come. Every dentist can make 
excellent use of both No. 9 and Hoppe’s Oil, for instruments and electric apparatus. Every type- 
writer rebuilding shop can use them. There are many, many others. 

Display Hoppe’s Products always, get mew customers for them. Sold by leading Jobbers. 


FRANH A. HOPPE, Inc., 2314-H North 8th Street, Philadelphia, Pa. 


Handy Products 


Wanted for Guns, Fishing Reels, Golf Clubs, Wheel 
Goods, Home Machines. Used extensively in busi- 
ness and industrial establishments. 














J 


WHAT PORTION 


OF THE DAILY PAPER 
GETS THE WIDEST 
READING 


i‘ 


Undeniably the sports section—organized recre- 
ation—everybody is interested. And each year we 
become more active participants. 


The boys that used to “skitter” stones on the ice 
pond are today demanding skooters, roller skates, 
and ball bats. Small sister must have her skooter 
and skates too. Father plays golf and tones up 
with a punching bag each morning. Mother plays 
tennis or golf. There’s a baseball league in the 
grammar school—and foot ball on every open 
space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


‘ 


239 W. 39th Street, New York City 








NEW YEAR STARTING BIG 





"Tr -* 


Already an enormous volume of orders has been booked 
for at once shipment for METALCRAFT Airfield Toys. 
Many of the new items were only shown in crude models. 
Toy Buyers have faith in whatever is produced by 
METALCRAFT. Only BIG SELLING EXCLUSIVE. 
IDEAS will be displayed at Room 502, Breslin Hotel, 
during the New York Toy Fair. 


Write for New Catalog, Soon Out 


METALCRAFT CORP., ST. LOUIS, U.S.A. 











KIDDIE KAR 


Trade Mark 


“KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny tots—-KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER, all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 


H. C. WHITE COMPANY 


NORTH BENNINGTON, VT. 


Kiddie-Kar, Kiddie-Pedal-Kar, Kiddie-Kart, Kiddie-Koaster 
Kiddie-Skooter, Kiddie-Kar Stroller, Kiddie-Tender 
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Octigan A Sice® << S” 
Drop 


Forged 


6 *N. Oo 
chai Steel 


Blow Can 3 Pitching 


Break It? |} | Shoes 


















Biplane 
Sea Plane 





nen has grasped 
the imagination of 


Octigan shoes have been adopted young and old alike. 
as the official tournament shoes 

in fifteen large cities. The game Properly developed, that 
is sweeping the country. Get interest will pay real all- 
your share of the profits. the- year dividends to 





almost any store. Silver 


Write Today for Prices 
Ace model planes, con- 





ee ee struction sets and sup- 
2500 Lowe Avenue Chicago, Illinois : li 
am MMM Mn CO p 1 e S a r e e xX p e r t ly d e- 





signed and built by aero 

Orders Rolling in engineers to win satis- 

for this NEWEST fied customers. They fly 
Steel Wheel Roller Skate like real planes and are 
indorsed by famous aces 
and thousands of users. 
The Silver Ace Line 
covers all requirements 
The First and Only Double Tread and is backed ‘by a con- 





The NEW No. 101 
Steel Wheel Skate 3a 





“Triple-Ware” Steel Wheel sistent, effective nation- 
Here is a sectional view of the wonderful NEW rene 
eG al advertising and mer- 


grade ball-bearings are riveted together in three 
= cannot Bg apart. may — a h di . y 
secondary tread and rib over which the outer 

easing or tread is then crimped. This double Cc an Ising campaign. 
tread New ‘‘Chicago’’ Steel Wheel will now give 


+ en Pama wear than any ordinary steel Full details and catalog 
DEALERS! Write Direct NOW! on request. 


Write DIRECT to us at once and get the full details 
about this remarkable new Steel Wheel Roller Skate. 
, Now being Nationally Advertised. Regular $2.25 
skate offered at Special Introductory Price of $1.67 


during Feb. and Mar. with s good profit to dealers. AERO MODEL COMPANY (fas) 














We manufacture a complete line of Sidewalk Skates with Rubber Tires or 
Steel Wheels elso Rink and Racing Skates with Shoes attached. Dept. H2 
CHICAGO ROLLER SKATE CO. 329 Plymouth Court, Chicago, Illinois 
Established Over % Century 
a i » Til. 66 DD] 
> ee a Ask the Store that Sells Them 
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DORFAN ELECTRIC 
TRAINS HAVE WON 
REMARKABLE SALES 





Genuine Take-apart Engine of 
simple, die cast construction, 
More powerful engine pulls 
more, climbs better and races fast- 
er. Allin all, more for the money! 


DORFAN 


ELECTRIC TRAINS 


Dorfan also makes THE DORFAN COMPANY 


a full line of Me- 
chanical Trains Factory and General Offices: New York City Salesrooms: 


Newark, N. J. 200 Fifth Avenue 






































FLEET FLYER 


No. 26 


Sensational Dollar Value. In line with interest in aerial tues: tee 
events! Airplane shoots out of the hangar along the upper 
incline; then dropping to the lower track it speeds forward 
to the end. Reversing it returns length of lower runway 
back into the hangar where a special lifting device elevates 
it for the next daring trip. Powerful motor provides 
many trips at one winding. Made of heavy gauge 
metal, easily assembled. Hand- 
somely lithographed. Striking 
box. 


Pennant Winner 157 
Ball Game Extraordinary 


An ingenious new ball game. Little 
players actually field batted balls 
and make outs. Every possible sit- 
uation of the real game occurs, 
even to pitching fast and 
slow balls. A hit every 
time it’s shown! 


, G sls Sunny Andy “Merry Miller”? 77 
d toy with a touch of humor. As mill 
sin a aie, the merry miller steals around 
corner of house where his spouse awaits with 
rolling pin. Dog chasing miller adds to humor. 
Vig Supreme value at a dollar! 
{7 TH Sunny Andy “Hoopee” 156 
£ Another Dollar Triumph! Player shoots 
hoop out of gun to loop any one of 


VERN, 24 wild animals Colorful. In- 











yew : 
Write for 
A& Catalogue 11A 
Describing Entire Line 


WOLVERINE SUPPLY & MFG. COMPANY 


Factory General Sales Office: 200 Fifth Avenue, New York 
Pittsburgh, Pa. Room 406—Gramercy 3453 
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HERCULES E. C. 
HERCULES INFALLIBLE 


OR trap and field shooting, where uniform 


performance and moderate range with close 
and uniform patterns are required, we recom- 
mend Infallible and Hercules E. C. Powders 
designed to give their best results in moderate 


charges. 


A good bulk powder is preferred by many shooters because 
of its light recoil and its remarkably close and even patterns. 
Infallible is the choice of others because it is not affected by 


moisture and will keep indefinitely. 


Sporting Powder booklet describing each of these powders 


will be mailed on request. 





HERCULES POWDER,COMPANY 


(INCORPORATED) 








910 KING STREET 





WILMINGTON DELAWARE 
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AMERICAN FLYER pre- 
sents for 1929 a line of 
matchless beauty with many 
new features and additions. 
Here you will find the most 
complete line of trains and 
equipment, from the low 
priced wind-up trains to our 
superb wide gauge electric 
line headed by ‘‘The Presi- 
dent’s Special.” 


Ries. ) 

THE POCAHONTAS 

., ra sin} 
fucn ae) 







+3 


IS. 
THE HAMILTONIAN 


% ’ 
x nteee: 4 >, 
THE STATESMAN \ 





NEW 


AIRPLANES $1.00 to $5.00 
and STRUCTO EXCAVATOR 








i\ 


» 
“PRESIDENT'S a ‘se “ 
: > . 


AMERICAN FLYER MFG. CO. 
2225 S. Halsted Street, Chicago, Illinois 


Visit Our Permanent Display WESTERN OFFICE: 
Suite 452-200 Fifth Ave., New York City 660 Mission Street, San Francisco, Calif. 
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“American BOY 














How to Get the 
Daisy Display Rack 


FREE 


We recommend the following assort- 
ment for the dealer who wants to 
order a dozen Daisy Air Rifles “‘to 
see how they will go.’ The new 
display rack will be sent free with 
this assortment, or to any dealer 
now carrying Daisy Air Rifles. 





Sema, ter 


Cost Sell for 
Three No. 11....... $4.00 $6.00 
Been WO. 12..6.00 3.00 4.50 
eee 4.00 6.00 
iw ee 3.34 5.00 
DOO RE BOs eccviees 6.66 10.00 








$21.00 $31.50 
































A Camp al gn at Invites Boys to 
Your Store... every Month in the Year / 


There are some dealers who still suppose that the time to push Daisy Air Rifles is in 
the Fall and at Christmas. But the more progressive dealers are doing a profitable 
business with Daisy Air Rifles from one end of the year to the other! 

These men realize that Daisy prestige is supreme in the air rifle field due to an out- 
standing product with fullest responsibility behind it. They rely on our Daisy cam- 
paign to attract their worth-while boy customers at all times—the boys who want Daisy 
Rifles and have enough money to buy other merchandise besides. Experienced and 
successful merchants, they fully recognize that Daisy Air Rifles earn for them the 
friendship of the boy customer. And these dealers believe in the sound principle which 
be have always advocated: “The boy of today is the sportsman of tomorrow—Cultivate 

im!’ 

Nothing attracts boys to your store so surely as Daisy Air Rifles, as we have learned 
through 40 years of manufacturing and selling. We utilize this sales truth in our cam- 
paign, striking a note of originality in our presentation of famous men and their advice 
to parents and boys on target practice. We offer the popular Daisy Manual in every 
national advertisement, and tell boys they can get the MANUAL at your store! And 
we supply every Daisy dealer with local merchandising material, including the life-size 
Daisy Boy Gun Rack Display. 

Make use of this campaign to your own advantage. Display Daisy Air Rifles in your 
window at least two Saturdays every month this year—and make Saturday BOYS’ DAY 
in your store. In this way there is a good possibility of your doubling your Daisy sales 
in twelve months! And in every move you make to sell Daisy Rifles you will find us 
cooperating with you to your own. benefit. 


DAISY MANUFACTURING COMPANY 
Plymouth, Michigan, U. S. A. 


Pacific Coast Branch: Southern Representatives: 
Phil B. Bekeart Co., Mgrs. Louis Williams & Co., 
717 Market Street 511 Exchange Bldg., 


San Francisco, Calif. Nashville, Tenn. 








DAISY “!® RIFLES 
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ATKINS & 
| cia SAWS 4a 


FOR THE SPRING TRADE é ~ | 
THE FOUR HUNDRED— s ; 
* 









WORLD’S FINEST SAW 


This saw is the standard for excellence. Made 
from “Silver Steel”—Atkins exclusive formula; 
5 gauges taper ground; mirror polish; 

equipped with handle of solid rosewood and 
nickeled screws—Perfection Pattern—pre- 
vents wrist strain. 


The cutting efficiency of THE FOUR 
HUNDRED is unquestioned; its use 
among better carpenters is becom- 
ing universal; its design is abso- 
lutely exclusive and distinctive; 
furnished in Regular, or Nar- 
row Ship Pattern. 





















Sales and Profits 


Every first class hardware store should stock this 
and other Silver Steel Saws. Your customers are 
bound to obtain SERVICE in all of the ATKINS 
QUALITY SAWS you sell. 


For yourself you will receive that “customer friendship” and 
confidence that only Atkins Silver Steel Saws command. 
Atkins No. 401 is the same grade of saw except it is Straight 
Back, and made in Regular Narrow Ship Pattern. 















Write for literature. 
“Pointers,” “Saws in the Home” 
“How to Sell a Saw” and Catalog 









Modern Manufacturing Methods Make Atkins Saws the Leaders 


E. C. ATKINS & COMPANY 


Established 1857 








Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. C. 





ASK FOR ATKINS NEW CATALOG 

















FOUNDED 1855 
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NNUALLY _ hardware 
oe | en 45 men gather in their con- 
‘ vention cities to discuss’ their 
The Shortcut to Their Success—Modern Methods....... 46 common problems and find in- 
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very helpful information to the 

Hardware trade. The articles writ- 

ten each week by your Eaitor, and 

Mr. Norvell, are well worth the 

price. 

Yours very truly, 
(Signed) C. F. Vorues, 

Columbus, Ohio 


Am enclosing check for Warp- 
WARE AGE for 12 months as per 
card. 

Have been reading HARDWARE 
AcE for last ten years, except for 
the last year and J have missed it 
very much, 

(Signed) Paul L. Willis, 
R. F. Wirrtts & Brornuers, INC., 
Penns Grove, N. J. 
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AN INSTANTANEOUS 
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An Instantaneous Success 


The mail bag has nie the vast wide interest the 
radio audience is taking inthe program broadcastover 
WJZ and 11 other stations associated with the N.B.C. 
every Sunday afternoon by the McKinney Musicians. 





Hardware stores throughout the country are identify- 
ing themselves as “McKinney Headquarters.” Their 
windows carry the big color display shown above 
on their stationery is the McKinney Musicians poster 
stamp. In their local papers their store is featured on 
the radio page by the use of the free newspaper elec- 
tros and they are mailing the interesting booklet 
“Behind the Microphone” —a tale of a trip through 
Broadcasting Headquarters —to their customers. 








If you have not done so already, you should have 
your share of this newest McKinney departure. Send ee 
in NOW for your parcel of tie-up material including 
all these effective pieces. 


McKinney Mfg. Co., Pittsburgh, Pa. 
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TRADE *° 


WINDS 


By Liew S. SOULE 
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SHOP YOUR COMPETITORS 


HAT are your real competitors doing? Do 
you know? If not, you can hardly expect to 
successfully compete with them. 

No, we don’t mean the other hardware merchants 
in your town. They are not your real competitors. 
They are (or should be) your cooperators in the 
competitive struggle to keep the hardware business 
in the hardware store. 

Your real competitors are the chain stores which 
carry certain items of hardware, particularly the new 
mail order stores. They may not even be im your 
town. They are more dangerous to your business 
when they are twenty or thirty miles away, than 
when they are next door, because their advertising 
draws people to the town in which they are located. 
If you do not know what they are doing you are 
playing “Blind Man’s Buff’ with your business. 

In war, the commanding officer strives continu- 
ally to know what the enemy is doing. Without 
such information he is at a distinct disadvantage. 
The business of retailing today is not war, but it 
is a competitive struggle for existence. Unlike war, 
the conditions which surround business are such that 
it is comparatively easy to find out what competitors 
are doing. But—that information is as necessary in 
business as it is in war. 

Despite the fact that retail hardware merchants 
have for many years faced mail order competition, 
there are comparatively few who know the items 


and prices in mail order catalogs with which they - 


have to compete. Although chain stores are fur- 
nishing a certain amount of hardware competition in 
practically every trade territory, comparatively few 
independent hardware dealers have lists or samples, 
with prices of those items. Then they wonder why 
business in certain lines “falls off.” 

Prior to the Texas hardware convention in Janu- 
ary of this year Secretary Dan Scoates asked certain 
merchants in various parts of the State to “shop 
their competitors,” and report their findings at the 
convention. Their reports caused Texas Henry 
Brown’s to sit up and take notice. 

These reports were not discouraging to indepen- 
dent merchants. In fact, they were distinctly en- 





couraging to efficient hardware merchants, willing to 
profit by what they discovered. 

One “shopper” said: “When I first entered the 
mail order store and saw the prices on special bar- 
gains 1 almost had heart failure. But—when I had 
looked over their entire hardware stock and exam- 
ined all the prices, I found more items on which our 
prices were low than I did items on which they were 
low. 1 found I could equalize my prices and meet 
the competition profitably.” 

Prior to that time this dealer had allowed the mail 
order chain store to “get away” with the use of 
leaders to impress people that all their prices were 
bargain prices. Knowledge of what his competitor 
was doing gave him an opportunity to counteract 
that idea and still maintain a profitble business. 

Another dealer found the price situation about the 
same, but he also found that the mail order chain 
stores were using extremely well-trimmed show 
windows. No goods were allowed to stay in those 
windows more than one week. He found that items 
on the display tables weré changed frequently ; that 
fast-selling items were given the best location on the 
tables; that slow movers were weeded out. He also 
found that the store managers were alive and on the 
job every minute; that stores and show windows 
were clean and well lighted; that Stock was con- 
trolled. 

He said: The greatest propaganda of these stores 
is that mass buying allows them to sell all their mer- 
chandise at low prices. As a matter of fact, their 
real advantage is in system and management. His 
advice was: Let your jobbers do the mass buying 
and you do the selling. 

Still another merchant said: After shopping the 
mail order stores I went back and met all their prices, 
grade for grade. To my surprise, I found that my 
volume and turnover increased and I made more 
money than before. 


Don’t compete in the dark. Don’t submit to the 


blindfold test. Find out what your competitors are 
doing, and plan your campaign accordingly. Modern 
Business is not a game of Hide-and-Seek. 
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This Hardware Store 
Would Be Hard 
to Resist 


Here is a_ hardware 
store that is just about 
the last word. It is the 
establishment of the 
Grand Hardware & 
Paint Co., Elmwood 
Park, Ill, built by A. 
Yedlin and A. Lev. In 
it selling has been 
made as convenient as 
possible by the latest 
type of display equip- 
ment, lighting and 
care of merchandise. 
In this store merchan- 
dise looks its best 


The Short Cut to THEIR SUCCESS— 
MODERN METHODS 


Hardware & Paint Co., now located at 7209 Grand 
Ave., Elmwood Park, Ill., were inexperienced in 
hardware retailing, and that they lacked financial capi- 
tal, the steady growth and prosperity of this firm is truly 
remarkable. The assets which A. 


CO Hardware & P: that both partners of the Grand 


The partners agree the new method is a far more 
handy arrangement for the customer. Everything is in 
sight, prices are marked in plain figures, and many “sug- 
gestive sales’ result from customers seeing some other 
items on the tables, other than the want that brought 

them to the store. Observation is 





Yedlin and A. Lev quickly con- 
verted into capital were a willing- 
ness to work hard, absolute hon- 


As the well dressed 


a great reminder. It is hard for 
a customer to forget his wants, 
and sales resistance is at a mini- 


esty and last, but not least in man is held in mum, when a complete stock is 
importance, the vision to see that — - _ lee exhibited in attractive surround- 
success could only come with the aot. shabby ings. 


use of modern merchandising 
methods. 

The building occupied by the 
Grand Hardware & Paint Co. for 
the first six years was undesirable, 


but was the best available consid- 








down at the heels 

man or store has 

no place in mod- 
ern business 


Then, too, another important 
advantage, according to Yedlin & 
Lev, is the magnetism of attrac- 
tion in goods displayed by modern 
methods. People like to see the 
thousands of various articles car- 











ering their resources. Neverthe- 
less the business methods used even in the old store were 
as up to date as possible in such surroundings. 

After six profitable years in the old store, Messrs 
Yedlin & Lev were able to build their own store build- 
ing. They were sold on up-to-date methods and have 
accordingly made the new store as modern as possible. 

When the new fixtures were in their place and sam- 
pling was begun, they found that, through the use of 
the modern equipment, they were able to secure a much 
more extensive display of active items than ever before. 
It has been their experience that many articles which 
were “slow-movers,” or items they thought were “white 
elephants” under former conditions of display,. have 
turned out to be good sellers, when shown off by open 
display * fixtures. 


ried in hardware stores. Even 
people who “just came in to look around” invariably 
see something they want, when goods are shown to 
their best advantage, where they can really see, in- 
spect and handle the merchandise. Modern equipment 
is the real “silent salesman,” usually paying for itself 
in a short time through extra sales made by their use 
that otherwise would not be made. 

Messrs. Yedlin & Lev think that most of us will 
agree on “clothes don’t make the man,” but that we will 
also agree that we naturally hold a well-dressed man in 
higher regard, and give him more consideration than 
we do a dirty, shabbily dressed man, “run down at the 
heels.” The same holds true of hardware stores. Your 
customers like to see a “well-dressed” store, with “tailor” 
made fixtures, “cut” in the latest style. If they are old 




















style and do not fit modern times they serve as an 
example that your stock, and methods of doing business, 
are as out of date as your equipment, and the regard and 
prestige of your customers is lost. 


They Resolved to Keep Abreast of the Times 


From this conclusion the partners resolved to keep 
abreast of the times, and left no stones unturned in 
order to assure that their new store would be a 1928 
model in every sense of the word. 

Under old conditions they would be obliged to employ 
help to take care of the increased volume they are han- 
dling themselves, but with the new equipment it is an 
easy task. The stock is in view, enabling them to keep 
it complete, a very very quick checking, leaving no 
excuse for shortages. Inventory is no longer a dreaded 
task, and the convenient stock arrangement makes for 
happy, contented partners. 


Display Windows the Last Word 


The new building is 25 x 110 feet, one story and 
basement. Display windows are the “last word.” A large 
skylight in the center of the ceiling provides an abundance 
of good natural light. The electric lighting fixtures are 
the latest type, and a sufficient number of drops are used 
to provide proper illumination. 

Practically every meritorious modern device that ena- 
bles the hardware merchant to display his stock to better 
advantage, to make it more convenient to handle or to 
make it less expensive to sell, is used by the store. Among 
these are: A _ self-measuring, self-rolling “screen wire 
machine and rack; adjustable, steel bolt bins; oil pumps. 
which return waste oil to supply tanks in basement, also 
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HEN so much attention is being given 
to the requirements of the hardware 
merchant for today’s competition, the 
experience of the Grand Hardware & Paint 
Co., Elmwood Park, IIl., stands as an excel- 
lent example of what can be done to meet 
the situation. The store as it is now arranged 
is showing a remarkable increase of business, 
time of customers and salespeople is saved 
and general satisfaction is in evidence. Read 
this story of a store that went in for modern 
metheds and found that it paid 





self-measuring, a home-made but very neat and efficient 
rack and cutting table for window glass. These are in 
addition to the modern equipment found in average hard- 
ware stores, such as computing scales, adding machines, 
etc. In this store it would seem that the motto has 
heen: “A place for everything and everything in its 
place.” 

In carrying out the program of efficiency Messrs. 
Yedlin & Lev consulted the display specialists of the 
J. D. Warren Mfg. Co., who provided the attractive, 
efficient fixtures which were installed. 

The results have been very pleasing in the new store, 
business has shown a remarkable increase, the stock is 
easier to handle and the ultra-modern environment is far 
more pleasant for all concerned. 
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FTER dinner, out on quiet Long Island Sound, 
with a sigh of relief, we sink into an easy chair 
beside the library table, pick up a book or a maga- 
zine, or some recent article, and say to ourselves, “Well, 
let’s see what this old world is doing.” 

Someone once said that all he wished to do was to 
write the songs of a nation. That does not appeal to 
me so much. I have noticed when we sing “The Star- 
Spangled Banner” at conventions and banquets, no one 
seems to know the words. Now honestly, just between 
you and me, can you, a good 100 per cent American, 
repeat the words of “The Star-Spangled Banner” and 
do the job right? 

My idea is that if I could influence the reading of 
every American family, as they gather every night 
around the lamp, then [ could influence the thinking of 
this country. Of course, I know radio cuts in on this 
reading. 

Recently, | wrote an article, you will remember, about 
the radio, and immediately two radio concerns wrote 
me. One wished to sell me their radio set, while the 
other, just think of it! wished to give me a set. I am 
so old-fashioned that I hate to have the peace of my 
evenings broken into by the radio, so I have written to 
the concern that offered to give me a set, asking them 
if I could take a rain check. 

[ love these quiet reading evenings. To me, it would 
be something terrible to have the voice of the announcer 
break in over the radio upon the quiet and sweet silence 
of my evenings. I must admit that I have a strong de- 
sire to assassinate most of these announcers that I hear. 
They try so hard to be impressive, they try to be funny, 
their machinery creaks so! 

To my mind all great art is without effort. A good 
carpenter works just as if he were playing. Caruso 
sang just for the joy of the singing. A perfect engine 
runs without any knocks. I have never seen a good 
engineer in an engine room who ever seemed to have 
anything to do but to chew a straw and listen to the 
purring of his engine. Whenever anything in art, in 
literature or in music has to be forced, then, in my 
opinion, it is not artistic. When an actor on the stage, 
or a speaker, has to draw a diagram of the point he is 
trying to put over, then there is something wrong. 

After devoting the past few weeks to increasing the 
profits of the Pullman Company, recently I have settled 
down to my library lamp. One of the best books that 
has drifted my way is “The Art of Thinking,” by Ernest 
Dimnet. M. Dimnet is a French Abbe. Before me, as I 
write, is his picture. His hair is white. He is clean- 
shaven. On his face is a quizzical smile. I don’t think 
I would object to making my confessions to Abbe Ernest 
Dimnet. Judging by his kind and sympathetic expres- 
sion, I think if I should confess to him, we would both 
have a good time. The Abbe evidently has a sense of 
humor, and I, myself, am a good deal like the old maid 
who confessed the same sin twice. You have all heard 
the story. 

Now what Abbe Dimnet has to say in his book on the 
art of\thinking is very witty, very kindly and very wise. 
As one of the critics states, “He has a strong hint of 


THE READING LAMP 


By SAUNDERS NORVELL 


Voltaire in him.” In this book he holds an informal 
conversation with the reader. As this critic states, “The 
result is a vivid enthusiasm for straight thinking.” 

I don’t think this book, by Abbe Dimnet, was written 
for morons. I do not believe the average moron would 
like this book. If you have ever felt somewhat dissatis- 
fied with yourself, if you have felt that you really have 
a better mind than some of your friends realize, but 
that you have never given your mind a chance—in other 
words, if you have a strong case of mental discontent, 
| believe that you will find this book not only very 
helpful, very interesting and very amusing, but at the 
same time a solace. 

When I first read this book, I thought I would play 
a trick on my readers in the Harpware Ace. I thought 
[ would write an article and just steal a lot of this book 
outright for this article, and then wait and see what 
would happen. 

Once when I was a young fellow, 1 was very much in 
love. I sent a poem written by Shelley to my sweet- 
heart, but I sent it without any quotation marks. She 
wrote back 40 me and expressed the opinion that I had 
hetter devote my time to my school books instead of 
writing such terrible trash! 

Speaking of Brentano’s, I noticed that in their best 
selling list of last week in the field of general literature, 
“The Art of Thinking” ranks first. 

You will remember when “Helen of Troy” by Erskine 
came out, before it became a best seller, I wrote about 
it in the HARpwaARE Ace. Many of my good friends 
bought “Helen of Troy” and enjoyed a good laugh. 

Then after a while, Will Durant published “The Story 
of Philosophy.” So I wrote about this book, because 
I really considered this the best book I have read in the 
last twenty-five years. This is a book that every man, 
who pretends to think and to have a scintilla of educa- 
tion, should read. If you do not know the facts about 
philosophy given by Will Durant, then you will learn 
something. If you have read about the philosophers 
that he reviews, then the information you have will be 
reviewed and systematized. Therefore, whether you do 
or do not know about philosophy, it will pay you to read 
this story of philosophy. 

Now it is suggested that this book, “The Art of 
Thinking” is, in a sense, complementary to “The Story 
of Philosophy.” This may be true, but to my mind 
these two books are entirely different. Of the two 
books, “The Story of Philosophy” is much bigger and 
broader. The swing of that work covers the field of 
universal thinking. “The Art of Thinking,” it seems 
to me, smacks somewhat of the cloister and of the 
schoolroom. It is not as big as “The Story of Phi- 
losophy,” but it holds a place all its own. I wish my 
space here in the HARpwarE AcE would permit me to 
make a number of quotations from “The Art of Think- 
ing.” These quotations would give you a taste of the 
quality of the work. 

The Abbe evidently has had much experience as a 
teacher. He has taught children. Some of the things 
he has to say about the minds of children, and how chil- 
dren should be taught, in my opinion, are the most 
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valuable parts of the book. He compares French teach- 
ing with American teaching. He comes to the conclusion 
that the United States today is not as old as it was one 
hundred years ago. He states that the young men of 
today, in his opinion, are far inferior in cultural re- 
spects, to the Americans of eighty years ago. 

I gather that he blames our system of teaching for 
this. We emphasize athletics too much. Abbe Dimnet 
states that our young college graduates of today have 
the frame of a giant with the face of a child, and he 
infers also in many cases with the mentality of a child. 
This statement made me start. Was it true? I thought 
of some of the young college graduates I knew. | 
thought of their faces. Before me, I regret to say, 
there appeared a succession of very fresh, rosy-cheeked, 
baby faces. 

Personally, I have for a long time felt that there was 
something wrong with our system of educating chil- 
dren. The net result of the system, in the form of 
culture, that has been turned out, does not justify all 
of the magnificent buildings, time and expense that 
has been devoted to the product. 

The Abbe writes, “The American boy leaves school 
with a more or less definite idea that what is called 
culture is a luxury, that is to say, a superfluity. He has 
not been taught to view Latin as an artistic mosaic, or 
English composition as an effort to rise above himself. 
His imagination has been discouraged rather than 
cultivated.” 

In another chapter, the Abbe writes, “Attention should 
be drawn to the fact that most people are more con- 
scious of their dislikes than of their sympathies. The 
latter are weak while hatreds are strong. It is one of 
the humiliating features of human nature that we resent 
a few little things which happen to irritate us more than 
we appreciate a great deal for which we ought to be 
grateful.” Just stop and think about that! Unfortu- 
nately, isn’t it true of all of us? Aren’t we all more 
prone to irritation than to admiration? 

One man I know left his home and his wife an: 
never returned. I asked him why, and he replied that 
he stood his wife just as long as he could, but one night. 
when he wished to read, she sat up and rattled a news 
paper all evening. That was the limit. He walked out 
and never returned. He admitted his wife had good 
points. She was a fine woman, but he told me he just 
couldn't stand the rattling of that newspaper night after 
night. 

The Abbe writes, “A critic who feels like praising a 
book will gladly damn it if the last chapter antagonizes 
some pet idea of his. High-minded men and women 
endowed with warm natures are almost invariably 
optimistic, even when they realize the rottenness of the 
world, but how few they are! It is striking to reflect 
that Antoine, the Belgian faith-healer, made a European 
reputation by preaching love of our enemies—a doctrine 
so traditional (theoretically) for Christians. Thou- 
sands fortunately took it as a novelty and were enthusi 
astic in consequence.” 

The Abbe goes on to say, “If you do not think that 
we are conscious of our dislikes more than of our 
appreciations, then just watch the language in general 
conversation. Watch your own conversation. How 
often do you use the words ‘T hate,’ ‘I detest,’ ‘I despise.’ 
‘how I loathe’ etc., etc.” If your vocabulary 
does consist of such words, then the Abbe states you 
should put yourself down as simply being’ in the 
“ordinary” class of people. You do not belong on the 
heights of the really cultured. 

The Abbe’s account of how foreigners become Ameri- 





canized is not only very amusing, but it is true, and it 
indicates his keen insight. 

The saddest thing, however, in this book is the state- 
ment that children think for themselves and have some 
originality until they are about ten years old. After 
that they start to conform to their environment. They 
start imitating their elders, and soon, in the majority 
of cases, all of their originality is gone. Their lives 
become standardized. Their thoughts are standardized. 
Others do their thinking for them. They learn slogans 
and live by them. 

He goes on, “What is it that characterizes the thinker ? 
First of all, and obviously, vision: the word underlies 
every line of the description above. The thinker is pre- 
eminently a man who sees where others do not. The 
novelty of what he says, its character as a sort of 
revelation, the charm that attaches to it, all come from 
the fact that he sees. He seems to be head and should- 
ers above the crowd, or to be walking on the ridgeway 
while others trudge at the bottom. Independence is the 
word which describes the moral aspect of this capacity 
for vision. Nothing is more striking than the absence 
of intellectual independence in most human _ beings; 
they conform in opinion, as they do in manners, and 
are perfectly content with repeating formulas.” 

He suggests on another page that the best plan to 
put an end to bombastic eloquence resounding in Parlia- 
ment houses and other places would be to compel the 
orators to speak seated. He states that no man would 
make a forty-five minute speech while he was sitting 
down. When orators get up on their feet, then the 
trouble follows, and the trouble, according to the Abbe, 
is largely because they speak standing. 

One of his theories is that in order to produce the 
art of thinking, you must first produce certain favor- 
able conditions that lead to the art of thinking. The 
question in order to produce thinkers is how to produce 
the environment that will produce thinkers. 

With these scattered and brief extracts, I can only 
give you a faint idea of the quality of this work. If 
you wish to rise above the sordid and commonplace 
things of this life, if for only a few hours, read this 
book. If you wish to give some friend a real pleasure, 
send this book. You will not regret it. 


, * * * 


What about the farmer’s problem? In the last political 
campaign, thousands of words were launched forth 
on the farmer’s problem. What do you know about it? 
What is the cause of it? Of course, we know the 
farmer is hard up; he is not making any money. Why 
isn’t he making any money? Whose fault is it? What 
is the remedy? Should we depart from the fundamental 
law of supply and demand and fix prices for the farmer, 
or should we not? 

The best answer to all of these questions, and the best 
article I have read stating this problem and the reply 
to the problem is a speech made by George E. Roberts, 
vice-president of the National City Bank, New York, 
on Jan. 19, at the National Republican Club, New York 
City. The discussion on this occasion was on the sub- 
ject “Farm Relief.” 

The other participants in this debate were Senator 
Brookhart of Iowa, Congressman Dickinson of Iowa 
and Congressman McFadden of Pennsylvania. 

If you will write to George E. Roberts, care of the 
National City Bank, New York City, and use my name, 
I am sure he will be glad to send you a copy of this 
address. (Continued on page 86) 


Tn maaan neering oe ee 
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Can the Jobber Take This Out 
and Sell It? 


Will the Jobber Do It? 


Asks J. C. Armstrong of Donovan-Armstrong Advertising Agency 


1. Loyalty by a manufacturer to jobbers is taken 
by the jobber as a matter of course. 
Naturally, it is approved by the jobber. 


2. As a jobber sees it, a manufacturer’s loyalty 
is right because virtuous; and right be- 
cause implied in the rights of jobbers. 


3. Such loyalty, in the view of the jobber, is “no 
more than right”; no more to be re- 
marked upon than the honesty of an 
honest man. 


4. Such loyalty is not regarded by the jobber 
as necessarily deserving of recognition, 
support, cooperation. Simply it is virtu- 
ous! And virtue is its own reward. 


5. Jobbers indorse loyalty by a manufacturer 
as good policy for that manufacturer in 
his relations with jobbers. Yet, in the 
view of the jobber, such indorsement 
does not admit an obligation for any 
reciprocal policy. 


6. Only when it pays a manufacturer is loyalty 
to jobbers a good policy. To pay a manu- 
facturer, it must first pay the jobber and 
his retailer customers. If the jobber is 
unable to work it and make it pay, then 
it is time to discard the whole idea. No 
policy can be good for a manufacturer 
which is not also good for jobbers! 


. Today, such loyalty has weight at the buyer's 
desk only after “all other things are 
equal.” 


NX 


8. Price is the deciding factor. There is no 
question—no study of trade influences 
and consequences—when the choice is 
between one manufacturer’s loyalty and 
another’s special deal. 


‘© 


. Generally speaking, the jobber is able to sell 
retailers —as the jobber sees fit — this, 
that, or the other brand. 


10. The jobber, then, being generally able to 
sell any brand, is in position to protect! 
the retailer on branded goods! 
WHENEVER —in turn—there is a 
manufacturer of such goods who protects 
the jobber. 


11. Protection to the retail hardware merchant 
is the idea and purpose of a hardware 
manufacturer in adopting a policy of 
loyalty to legitimate hardware jobbers: 
Protection against destruction of the mer- 
chant’s business by outlawed competition 

protection, so that the merchant 
may not alone maintain his business, but 
build it up without fear for the future! 


12. In that idea and purpose, the loyal manu- 
facturer, as he sees it, is giving the jobber 
something to sell over and above mer- 
chandise; and, as this manufacturer sees 
it, something vital to the continued ex- 
istence of the retail hardware merchant. 


13. That position, as taken by the loyal manu- 
facturer, does not register with the job- 


ber’s sales management. The _ benefits, 
present and future, of manufacturer 


loyalty; its trade example and influence ; 
its protection; its far-reaching business 
insurance; its effect on the future of the 
hardware trade, do not enter into the 
jobber’s sales picture. 


14. Every jobber agrees there should be manu- 
facturer loyalty. Every jobber says it is 
right. 


15. But does the jobber think it “practical”? Can 
the jobber take it out—this idea of manu- 
facturer loyalty, and sell it? Will the 
jobber do it? 


16. Or is the loyal manufacturer an old-fashioned 
idealist — fooling himself; and being 
fooled by his jobber friends? 
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HEN the sporting pages of the newspapers 
tell of the wonder-working rookies on 


southern practice grounds, many a man’s 
mind turns to other thoughts of the open—to those 
things which will give to him an opportunity to 
participate in out-of-door life until the big leaguers 
come back home. 

In this mental picture he sees little rivers and 
brooks freed from winter bondage and crashing 
turbulently down hillsides, with occasional quiet 
pools alongside gray meadows, and he goes home 
to look up his wading boots, get out the old wind- 
breaker coat, try out the rods and look to the 
minnows and makes note of new equipment 
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needed. Within the next few days he will drop 
around to the store to make some purchases and 
to be shown what is new. He is in the mood that 
makes him willing to look at anything that has 
promise of more fish or easier and better carrying 
of the catch. 

Fishing tackle already is selling in the South 
and it is not too early to put the advance notices 
in your window. Fishing, like other out-of-door 
sports, is susceptible to suggestion. Preparation 
is required and the suggestion that a man go fish- 
ing must be implanted in his mind some time be- 
fore he actually starts for the waterside. 
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An Advance Showing of Spring Styles 


Li RE is a strong suggestion of early spring sun- 

shine in the window display shown on this page. 

In actuality it was so appealing that it was declared 
a winner in the awards for Children’s Day displays in 
Milwaukee by a local organization. The man behind the 
window is William Greene of the Greene Hardware Co., 
2030 Center Street, Milwaukee. 

Here is shown equipment needed for the warm days 
of early spring when little folk are happy and comfort- 
able in the bright sunshine in the sun parlor, on the 
porch or in their buggies out of doors. Mothers every- 
where during the cold, dull, stormy days of winter are 
looking forward to these bright days and planning how 
they will get baby into this health-giving sunshine, and 
if the suggestion is given they will plan purchases, just 
as they do for spring millinery and dresses. 

Every woman appreciates advance showings of articles 
that she wants to buy. Such showings enable her to 
visualize the purchases she is going to make and to 
mentally budget the money available. The department 


stores and specialty shops which cater especially to 
women have long known and practised this method of 
helping the woman to arrange her buying. 

The obvious suggestion is to arrange a window like 
this as an advance showing and then arrange a second 
display some time later as a selling window. 


There is a deftness in arranging this window that is 
certain to bring positive returns. The use of the dolls as 
children to extend the human touch to the juvenile furni 


ture is very well done and it serves a double purpose of 
snowing not Giy the turniture but the dolls as well. 
Without effort, a consistent display of toys for children 
of all ages has been arranged; from the rubber ball and 
stuffed bear for the very small child up to the wheel 
goods for the larger children. 

Mr. Greene has some very definite ideas about toy dis- 
plays and sales in a hardware store. He says: 

“I have worked up this toy department consistently 
during the past few years. There are several schools in 
my neighborhood and I have catered to the toy needs of 
the pupils. They have gradually come to know that in 
our toy department they can find anything from the 
smallest to the largest toys.” 

According to Mr. Greene, there is considerable toy 
business to be had during the spring and summer months 
if a merchant is willing to push the line. 

“Christmas is not the only toy-selling season,” he 
said. “If good window displays are staged occasionally 
they will get the minds of people on toys and buying 
will be induced. Children need new toys during the 
spring and summer months just as well as they do dur- 
ing the winter. 

“Such items as coasters, wagons and velocipedes sell 
well at almost any season if they are merchandised in 
the right way. A toy display during the spring and 
summer months will put the thought into a father’s or 
mother’s mind that they should bring home a new toy for 

(Continued on page 87) 
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Profit for the Hardware Merchant Selling 








PLAYGROUND EQUIPMENT 


AST moving and dangerous traffic today makes it 


more and more imperative that parents provide safe 


playgrounds for children. Many have not yet be 
come acquainted with the tremendous advantages and 
satisfaction, that may be derived by parents and chil- 
dren alike, from private playgrounds. 

Many such playgrounds are today being built by 
landlords of multiple residence buildings, apartment 
houses and hotels. In many other instances, also, neigh- 
bors are contributing to the equipment of a neighbor 
hood playground, while others are being financed by 
tenants for the safety of their playing children. 

The equipment now available adequately answers the 
problems of space, for the present-day design of play- 
ground materials permits use upon roofs and in yards 
that are small. It need not be a heavy expense to equip 
a roof of a well constructed building for a playground. 

The photograph shown here is of the playground atop 
the Hotel Prince George in New York City, where many 
families make their homes, cither permanently or tran- 
sitory. 
hotel, may go about their shopping or other affairs un- 
worried, because their children are safe and happy in 
this environment. 

The housetop playground has a distinct advantage in 


Mothers from out of town, stopping at this» 


its effectiveness in curbing the wanderlust of the chil- 
dren. The outside walls must be protected and awn- 
ings provided for the very hot season. 

The yard playground suggests the purchase of wire 
fencing and gates to keep the children from the streets 
Trees often provide the required shade, but awnings 
for roofs are required for rainy days. Many ready-made 
sand boxes are now on the market with shelters. This 
type of sand box has a distinct advantage over home- 
made ones in that it provides space for the sand toys 
and other features of design to promote more orderly 
play. 

There is much the householder can do with his own 
hands toward the equipment of a private playground. 
The hardware merchant who will give a little thought to 
the home building of equipment can suggest many items 
that come from his stock and will then be in better 
position to suggest those things which are much supe- 
rior if factory made—the slide, for instance. And the 
hardware merchant who advises on the design of the 
home-built sand box should always suggest how much 
more attractive this tiny playground will be if painted 
in bright colors and properly equipped with a full line 
of sand toys. 
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Ht study I made of basketball in my school days 

has been of the greatest assistance to me as man- 

ager of the sporting goods department. As a 
school boy it was my ambition to be on the various 
athletic teams. The sports appealed strongly to me and 
I studied them closely. Especially as captain of the 
basketball team I believed that a responsibility was put 
up to me and I studied especially the “tricks and passes” 
and what I learned enabled the team to win games that 
gave us a reputation throughout the State. 


Know Sport to Sell Equipment 


This insight to the importance of a thorough knowl- 
edge of a sport and the equipment has stood me in hand 
since I have come to sell sporting equipment. I have 
made an utmost effort to understand all branches of 
sport for which we sell equipment, and our line covers a 
wide range, so that I can talk understandingly and pos- 
sibly tell even keen sportsmen something to their ad- 
vantage when they come in to look at our stock or to 
buy. In sporting goods a looker is always a prospect 
even if he does not buy. The fact that he is interested 
in the line indicates that the lure is working on him and 
this lure seldom dies. 

Not only must the salesmen understand the games or 
sports themselves, but they must vision the surroundings 
of the man or boy who is usiny the equipment. 

Here in North Carolina we have much to talk about. 
Nearby are forests, swamps and great fields that we can 
picture to the prospective hunter. There is game in these 
wide stretches, which gives to us an advantage over 
those salesmen who operate in sections where game has 
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well nigh disappeared. We can even talk enthusiastically 
of quail and rabbits in the stubble section. 

For the fisherman we talk of power dams and lakes 
well stocked with fish, the mountain streams full of 
speckled and rainbow trout and the salt water fishing 
on the eastern coast. 


Take Outdoors into Partnership 


It is a strange sort of man who cannot make a good 
sales talk when he is taking all of this glorious out of 
doors into partnership. The job is not so much one of 
selling equipment as it is selling the lure of the days in 
the open. The man who gets the feel of the sports will 
find a way to buy the equipment. He usually remembers 
the man who helped him to paint this mental picture 
that is drawing him away from the routine. 

Experience in athletics also enables one to pass along 
to other men the healthfulness, the good associations, the 
gang spirit of companionship of those who have stood 
together to win or honorably lose contests in the nar- 
rower fields that provide for these sports. The man 
who does this must have felt the drama of the base hit 
at the right time; the goalie to cut off the almost certain 
score; the catch in midair of a pass and run while the 
astonished opponents stood open-mouthed. 


Sports to Suit All Ages 


There are, of course, other phases. Some men have 
not the time or the physical or financial ability to par- 
ticipate often in these more appealing and greater sports. 
To these men we talk of target shooting, which carries 


HE modern store 
arrangement of 
the Brown-Rogers- 
Dixson Co., Winston- 
Salem, N. C., helps 
materially in  han- 
dling sporting goods 
to the best advantage. 
Note here that mer- 
chandise is displayed 
so that the sport en- 
thusiast may handle 
and examine it 


The spacious corner 
of the Nicholas Hard- 
ware Co., Oak Park, 
Ill., is shown in the 
photo at the top of 
the opposite page. 
Here the golfer may 
try the swing of the 
clubs and not fear 
damaging other mer- 
chandise 


The photo at the bot- 

tom of the same page 

shows a spring dis- 

play of sporting 

goods by Clark-Wit- 

beck, Schenectady, 
i. YF. 











Once the lure and the 
thrill is planted, the cus- 
tomer will find a way to 
buy the right kind of 


equipment. 


By E. L. MOSELEY 


Brown-Rogers-Dixson Co., 
Winston-Salem, N. C. 


with it sportsmanship and square dealing companions. 

Then there is the technical side. Not long since a 
firearms factory sent a demonstrator here. I worked 
with him for hours and learned the advantages of the 
line of firearms that we chiefly sell. I repeated these 
things to our customers as the opportunity offered. I 
mentioned one point to the leading member of a famous 
sportsman club in this community. He was interested 
but did not have the time to go into the subject thor- 
oughly. However, he sent one of his employees to me 
to take all of the time necessary to get a complete under- 
standing of the guns so that this employee could pass 
this information along to him as they hunted. 

I have always taken sufficient time to learn from dem- 
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onstrators and experts the best qualities of their equip- 
ment, which makes the basis of my sales talk. 

These things, I believe, are the foundation of our ex- 
panding sporting goods department. Those things and 
the straightforward business principles and practices of 
the two presidents of this company, J. M. Rogers, who 
laid the foundation of honesty, integrity and honor, and 
W. N. Dixson, who is keeping our firm abreast of the 
modern practices and methods without departing from 
the fundamentals of his predecessor. 

We sell sports to people as a promoter of clean con- 
tests and companionship. Any sporting goods depart- 
ment that succeeds must put into its practices all of the 
clean, honorable rivalry that exists in the sports. 
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Lure the Sports Buyer With Displays 








Schlafer Hardware Co. Finds 
Early Showings and Good Will 
Windows Rank with Sales Dis- 


plays 
By LAWRENCE ZWICKER 


Schlafer Hardware Co. 


sporting goods? 

You “betcher” life it can. A good 
deal more profit can be realized from sporting 
goods than most hardware dealers are now 
getting. 

There is plenty of competition, but if you 
go after the business, you’re going to get your 
share. 

How much sporting goods business you get 
depends on you. 

You must have well known goods. You must 
know your sports so that you can talk interest- 
ingly and on even terms or better with your 
eustomers. You must have good displays. 

For heaven’s sake, don’t fall down on your 
displays. There is one of the main points on 
which your sales volume depends. 

The hardware man does not spend enough 
time planning his windows. Merchandise is 
usually laid in some corner of the window in 
the original carton. Most of the time there 
is no price card. Now, when I walk by that 
type of store—flat trim, no price, and mer- 
chandise still in cartons, do you suppose I’m 
coming in? I’m just an average fellow, too. 

The accompanying photographs of sporting 
goods displays at Schlafer Hardware Company, 
Appleton, Wis., give an idea of the type of 
displays that are appearing here fegularly. 
Our slogan in our trims and in any direct-by- 
mail advertising is “First In Sports,” 

Do we have mtich sporting goods business 
for a hardware store? We do! We do as 
much (if not twice as much) business as any 
sporting goods competitor in town. And 
there are three exclusive sporting goods stores 
and several hardware stores competing for 
this business in our town of 28,000. Figure 
it out. 

Most of our displays are sales windows, 
planned to sell merchandise. By that I do 
not mean the articles are especially priced. 
Occasionally we have an “Early Showing” 
display or a “Good Will” display. 

The photograph of the hunting trim is a 
sales window. It sold merchandise—and how! 

The baseball display was an early showing 
window. It did not sell merchandise because 
it appeared before the season opened. But it 
did stamp Schlafer Hardware Co. as the logi- 
cal place to buy baseball equipment. Another 
window, several weeks later, ushered in the 
season and in came the baseball enthusidsts 
to buy. (Continued on page 86) 
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INDOW displays must stir the imagination as well as show merchandise if they serve 
Were full purpose. Fishing equipment manufacturers supply excellent posters and 

other display material which lend to this effect. The prospect who stops to look 
should see more than mere rods, minnows and baskets. There should be a suggestion of 
action and of new tackle, perhaps a new line of brightly colored spinners, a new type of 
basket, a different rod from those shown last year. The display shown above, by the Leity 
Hardware & Paint Co. of Minneapolis, has the curved rod as a center figure and an abun- 
dance of action pictures. The lower display, by the Kelley-Duluth Co., Duluth, Minn., 
shows a variety of flies and other somewhat unusual equipment. Both windows brought 
inquiries. There is no lack of material. A fishing tackle catalog recently published by a 
hardware jobber consists ot 80 pages of tackle descriptions. 
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Larry Brandt Roller Skates from | 


Vancouver to Los Angeles 


Since Larry Brandt roller-skated from 
Vancouver, B. C., to Los Angeles, Cal., 
several months ago, dealers on the Pacific 
Coast have capitalized on this 1700-mile 
feat, and the story about it in a recent 
juvenile magazine brought many requests 
for further information. 

Brandt started from Vancouver on a 
pair of “Speed King” rubber-tired roller 
skates, manufactured by the Kohler Die 
& Specialty Co., De Kalb, Ill. His trip 
was most eventful and interesting, as he 
used the Pacific Highway for his route. 
He covered from 50 to 60 miles a day. 

After*several hundred miles of skating, 
the rubber tires wore through, so he pur- 
chased a new set of tires and continued 





Pacific Coast 
sentative of the Kohler company, Riddell- 
Reid, Inc., Los Angeles, Cal., learned of 
Mr. Brandt’s trip and offered to supply 
him with rollers or skates as needed to 


on his way. The 


complete his venture. This offer was 
accepted. Larry used four sets of rollers 
and arrived in Los Angeles with the 
original pair of skates—in good condition 
—containing all original parts except the 
rubber rollers. 

The “Speed King” skates used by Larry 
Brandt have a rigid toe plate, reinforced 
with turned-over edges, a one-piece heel 
plate, a strong, single piece hanger, and 
the attractive nickel plating, as illustrated. 

Larry’s trip was not financed by the 
Kohler company, but that organization, 
interested in his venture, published an at- 
tractive booklet telling dealers how they 
can benefit from the long-distance skating 
trip. It will be sent to any interested 
party who requests a copy from Martin 
H. Kidder, Kohler Die & Specialty Co., 
De Kalb, II. 


repre- | 








The Dart Baseball Game 
Apex Mfg. Co., Norristown, Pa., is 
manufacturing the Dart Baseball Game, 
recently placed on the market. 





The board representing the diamond is 
substantially constructed and has a com- 
pressed cork face. This makes an ideal 


surface for the darts, as it holds them | 
firmly, yet they are easily withdrawn, leav- 


ing no mark. 


The spaces which represent the various | 


plays are each of a different calor and 
are divided by steel wires, thus eliminat- 
ing any possibility of dispute. 


A New Split Bamboo Rod 

It has been announced by South 4 
Bend Bait Co., South Bend, Ind., 
that a new split bamboo bait- 
casting rod has been added to its 
line of rods. This rod is de- 
signed to handle the lighter 
lures. Known as No. 16, it is 
of two-piece construction and is 
wound in two colors of silk over 
the new brown color finish of the 
ror | 

It has the positive thread-lock- 
ing reel seat, which has many 
advantages over other reel seats 
of similar types. Its threads are 
very fine, absolutely preventing 
the reel from working , loose, 
says the manufacturer. All fit- 4 
tings are of nickel silver, the 
guides and tip top are of genuine 
agate. 

The No. 16 South Bend Split 
Bamboo Rod comes in 5, 5% 
and 6-ft. lengths. 











A Lacquered Shotgun Shell 


The Remington Arms, 25 Broadway, 
New York City, has just announced its 
jatest improvement in ammunition in the 
form of a lacquered shotgun shell. 


out flattening, swelling or mushrooming. 
The new shells take on a very brilliant 

and glossy finish, which adds much to 

their appearance, and are furnished only 





It is understood that the lacquer gives 
the added protection against moisture by 
completely sealing the top wad and crimp, 
which under the stiffening influence of 
the lacquer, remains hard and even with- 


in the well-known “Arrow” brand. It is un- 
derstood that this new lacquered “Arrow” 
shell is intended to supply the require- 
ments of sportsmen and others who want 
high quality lacquered shotgun shells. 








A Couch Hammock for Dolly 


A couch hammock for a doll is offered 
to the trade by Wm. N. Willis, Sullivan 
Square, Boston, Mass. This little ham- 
mock is attractively trimmed with red and 
brass eyelets, has a soft cushion, a rod in 
windshield to prevent sagging, and the 








steel stand is painted green. This ham- 
mock is made in both khaki and cre- 
tonne, in sizes of 15-in. to 27-in. cushions. 


The JoSo Tey Block Set 


A set of interlocking acrobatic blocks 
has been placed before the trade by the 






if Se Ea? 


Jo-Jo Toy Co., 510 Battery Street, San 
Francisco, Cal. 

This “Jo-Jo” set consists of six figures, 
each 3% by 3% by % in. packed in an 
attractive five-color box. These figures 
are brightly colored and can be made to 
do many kinds of acrobatic tricks. The 
manufacturer states that these six figures 
can be made into 1000 combinations. 


Statler Water Color Sets 


Non-poisonous and stainless water color 
sets are now being produced by the Statler 





Toy Corp., 21 North Liberty Street, Balti- 
more, Md. 

This company also manufactures vari- 
ous educational games, such as the “Geo- 
graphical Lotto,” illustrated. 
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This photo and those below indicate the extent of the “open house” exhibit arranged by Buhl Sons Co., Detroit, Mich., to 
call attention of the retail trade to the large variety of new merchandise, especially that for the spring trade. An entire floor 


One Thousand Dealers Visit 
Buhl Sons Co. “Open House” Exhibit 


NE of the most complete exhibits of hardware ever tion, about one thousand retail dealers came to the Buhl 
QO shown by a wholesale hardware house was ar- building from Michigan, Indiana and Ohio, despite bad 
ranged by Buhl Sons Co. of Detroit, Mich., dur- weather and road conditions. 
ing the week of Jan. 21. In order to acquaint the retail There were no sales solicitations during the week at 


trade with the large variety of new merchandise, espe- this “open house” exhibit, which was not planned as a 


cially that for spring busi- 
ness, this jobber devoted an 
entire floor of its large build- 
ing to an attractive and in- 
structive display. 

In response to invitations 
extended by Buhl Sons Co., 
the State Hardware Associa- 
tion and the Detroit Retail 
Hardware Dealers’ Associa- 











was devoted to the display. 


selling campaign, but as an 
educational display for the 
benefit of the dealers and 
their salesmen. 

Many display tables and 
counters were filled with 
hardware and kindred mer- 
chandise. There were many 
new items on display, espe- 
(Continued on page 87) 
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G. F. SHEELY 


Secretary-Treasurer 


A. GUNN HAYDON 
First Vice-President 


CHARLES C. BRYAN 


New President 


CECIL W. MILES 


Retiring President 


I. O. REINOEHL 
Second Vice-President 


Indiana Dealers Convened 
at Hoosier Capital 


N educational program, with the 
majority of the talks delivered by 
dealer members, was the outstand- 


| 


ing feature of the thirtieth annual con- | 
vention of the Indiana Retail Hardware | 


Association, held at the Manufacturers 
Bldg., State Fair Grounds, Indianapolis, 
from Jan. 29 to Feb. 1 inclusive. 


last year when 52 were enrolled from 
38 towns, representing 48 firms. Favor- 
able comment was heard on the school 
which prompted the Advisory Board to 
authorize a third term of the schocl, 
for the last week in February. Frank | 
Stockdale, Retail Counselor of Chicag » | 


| has been engaged to conduct the third | 


Better facilities for exhibitors were | 
provided this year, in the spacious Man- | 


ufacturers Building, a portion 
which was temporarily partitioned off, 


af | 


to provide a hall for the business ses- | 
sions, consolidating all activities under | 


the one roof. 

Nearly 600 dealers were present, in 
addition to dealers’ families, employees 
and visitors. Each morning was de- 
voted to an instructive session dealing 
with the important factors in a ‘Profit 
Program for Henry Brown” and in the 
afternoons, dealers had the opportunity 
of visiting nearly 150 jobbers’ 
manufacturers’ booths, The exhibition 
was 
ever before. 

“Buying for Profit,’ was the theme 


I'S, 





and | 


larger and more complete than | 


for the opening session Tuesday morn- | 


ing. 


The meeting was called to order | 


by President Cecil W. Miles of Cory- | 
don, who in his brief report, empha- | 
sized the importance of the problems to | 


be considered and called attention 


to | 


the increased membership, which now | 


embraces 1000 dealers. 


| were also recommended. 


Secretary G. F. Sheely, Indianapolis, | 


reported that during 1928, he had made 
personal visits to the stores of 311 
members and 326 non-members. It also 
reviewed the accomplishments of the 
second annual “Hardware School,” held 


term. Mr. Sheely asked for greater | 
cooperation in obtaining data for the 
hardware survey, and expressed his ap- | 
preciation of the aid and assistance | 
given him by members. 
The Financial Report was read by 
G. Bartel, Evansville, chairman 
Auditing Committee. At the conclusion 
of his report, Mr. Bartel presented 
President Miles with a gold hardware 
ring as a token of appreciation from 
the association. 


Merchandise Selection 


A. G. Broadie, Williamsport, was the 
first speaker. He discussed ‘“Merchan- 
dise Selection,” saying merchandise can 
be divided into two classes: luxuries 
and necessities, and declared that a uni- 
versal stress on quality for both classes 
would not work. He advised a wider 
margin on goods in the luxury class an‘ 
a smaller margin on the staple neces- 
sities. Catering to the present color 
trend; the addition of new lines, and a 
closer relationship with the jobber 


B. G. Shannon, Franklin, speaking 
on “Buying Concentration,” urged that 
dealers, as far as practical, confine their 
purchases to only two or three jobbers, 
being careful to discount all bills 
promptly, thereby strengthening their 





position with the jobber. Under these 
conditions, he said, the jobber will do 
everything in his power to assist the 
dealer. 

Chas. C. Bryan. Tipton, spoke on 
“Adequate Margins.” He advocated 
the use of loss leaders as trade builders 
and advised a higher mark-up on ser- 
vice items, and on goods offered ex- 
clusively by our stores. E. E. Landis, 
Flora, had ‘*Teamwork with Suppliers” 
as his subject. He emphasized the im- 
portance of jobber cooperation, saying: 
“Dealers should show their appreciation 
to jobbers who are willing to help them, 
and should register their disapproval 
of the jobber who will not extend the 
helping hand.” R. C. Hemmick, Van 
Buren, was the speaker on “Merchan- 
dise Movement.’ He enumerated the 
advantages of complete price and stock 
control records, giving interesting and 
practical examples of their utility, us- 
ing large charts as sample pages. 

J. Chas. Ross, Kalamazoo, Mich., 
vice-president, N. R. H. A., made the 
summarizing address. He _ reviewed 
each phase in a condensed and informa- 
tive manner, bringing out the important 
things to be remembered, in order to 
cope with present day problems. 

Wednesday’s session, was devoted to 
various phases of “Operating for 
Profit.” 

L. M. Pletcher, Delphi, spoke on 
“Modern Pricing.” J. F. Hornaday, 
Richmond, discussed “Reducing Salary 
Expense,” I. O. Reinoehl, Kendallville, 
had “Compensating Employees Com- 
mensurately” as his assignment, an: 

(Continued on page 67) 
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FOURTEENTH ANNUAL 


Missouri Convention 


Considered Educationally Best on Record 


ESPITE the absence of many 
D members due to the influenza 

epidemic, the attendance at the 
Fourteenth Annual Convention of the 
Missouri Retail Hardware Association 
was very good. The corridors of the 
Hotel Statler in St. Louis were crowd- 
ed with hardware men during the days 
of Jan. 21, 22 and 23. This convention 


was one of the best in the association's | 
history from an aducational standpoint | 
and from other angles, was judged to | 


have been of great value to all. 








F. X. BECHERER 


Secretary 











There were two sessions on Monday, 
Jan, 21. The morning session started 
off promptly with several five-minute 
experience talks by dealer members. 
H. E. Brown of Trenton; E. E, Schoen- 
ing, St. Louis; J. Johnson, St. Louis; 
J. A. Morgan, St. Louis; A. Washua- 
sen, St. Louis, and L. R. Holt of Fulton 
spoke on various subjects pertaining to 
the sessiom theme, which was “The 
Program of Applied Activity.” 

An open discussion followed these 
talks. C. C. Carter, past president of 
the association and now a member of 
the N. R. H. A. Board of Governors, 
then made one of his excellent sum- 
marizing addresses, in which he re- 
viewed the high-spots of each dealer’s 
talk. 

The reading of the secretary’s annual 
report opened the afternoon session. 
In his message, Secretary F. X. Be- 





| 





cherer of St. Louis said in part: ‘The 
year 1929 has been a year of many 
changes. New stores have been opened 
and old ones have changed hands. 
Through the splendid cooperation of 
the jobbers, several inexperienced men 
have been advised not to open new 
stores in localities where there were 








J. G. WADE 


Re-elected President 











already successful retail dealers and 


thereby avoiding the demoralizing ef- | 


fect they would have on the nearest 
dealer. It has also been the means of 
saving the men contemplating opening 
the new stores, of perhaps their life 
savings. 

“The retail merchants of Missouri 
are keeping step with the trend of 
the times. They are remodeling their 
stores and rearranging and displaying 
their merchandise effectively.” Mr. 
Becherer reviewed some of the modern 
problems in modern retailing and spoke 
of the common mistakes made by re- 
tail dealers. He discussed the chain 
stores and the advent of the mail order 
retail stores, saying that there was not 
much cause for alarm, if the retail 
dealer would keep his stock neat and 
clean, well displayed and fairly priced. 
Following the approving of the secre- 
tary’s report, nine dealer-experience 
talks were presented. Those who spoke 
were: E. E. Schoening, St. Louis; Ben 
Gude, St. Louis; G. M. Rinie, St. 
Louis; E. J. Creissen, St. Louis; B. H. 





Wilde, Argyle; D. A. Childers, La 
Grange; Victor Schwein, St. Joseph; 
George C. Eberlin, Hermann and Fre: 
Kansteiner of Hannibal. An _ hour's 
discussion with practical suggestions 
from many members, helped to bring 
out some of the vital parts in the deal 
ers’ talks. 

The session was closed with a sum- 
marizing address on “Operating. for 
Profit,” by J. Charles Ross, of ‘Kala- 
mazoo, Mich., vice-president of the 


N.. Ri cH. “A. 








E. J. CREISSEN 


Re-elected Vice-President 











‘Tuesday's session convened at two in 
the afternoon. The nominating com- 
mittee’s report was presented by Victor 
Schwein of St. Joseph, who suggested 
J. G. Wade of Monroe City to be re- 
elected president; E. J. Creissen, St. 
Louis, for vice-president; F. J. Warn- 
hoff of Boonville for treasurer, and 
F. X. Becherer, St. Louis, for secre- 
tary. The following were proposed for 
the association's executive board— 
George C. Eberlin of Hermann and 
J. A. Spilman of Rolla for three-year 
terms; V. J. Schwein and H. E. Brown 
for two-year terms; E. J. Faut of 
Brookfield and G. M. Rinie of St. 
Louis for one-year terms. All of the 
above were elected by acclamation. 

After the election of officers the 
members listened to several more 
dealer-experience talks on different sec- 

(Continued on page 67) 














A. E. THIEL 


Retiring President 


M. C. BALDRIDGE 


New President 


E. E. LUCAS 


Secretary-Treasurer 


CLAUDE BISTLINE 
Vice President 


IDAHO Dealers Convene at BOISE 
For Eighth Annual Meeting 


| hardware dealers. 


OISE, Idaho, was the scene of 
B the Eighth Annual Convention 

of the Idaho Retail Hardware 
& Implement Association during Jan. 
22, 23 and 24. Practical discussions in 
which the members themselves partici- 
pated, featured this meeting in 
Owyhee Hotel. 

The first session was opened by 
President A. E. Thiel, Montpelier. He 
introduced Rey. William Crosby Ross, 
who pronounced the invocation. Mayor 
Walter F. Hansen welcomed the hard- 
ware dealers to Boise and Mr. Thiel 
made a fitting response. Vice-Presi- 
dent M. Claire Baldridge took the 
chair while the President delivered his 
annual message. In his report, Presi- 
dent Thiel said he was truly sorry for 
the non-attendants, as they would miss 
much valuable information. He called 
attention to the practical features in 
the program and asked all to cooperate 
in making all sessions instructive as well 


as interesting. Vice-President Bald- 


ridge then reported on the 1928 N. R. | 


H. A. Congress in Boston. He briefly 
reviewed the sessions of the Congress 
and told of the service which the N. R. 
H. A. is rendering its members. 


Following Mr. Baldridge’s talk, the | 
| service, whether store fronts are striped | 


secretary was called on for his annual 
E. E. Lucas of Spokane, 
secretary of the association, 


report. 
Wash., 


told of his work during the past year | 


and made suggestions for the future. 


Among the prominent guests intro- | 


duced at this session were Herbert P. 
Sheets, managing director of the N. R. 
H. A., and George M. Gray. Coshocton. 
Ohio, N. R. H. A. past president. 


the | 


The first speaker on the program was 


| Dale Strong, publisher of The New | 


West Trade, Spokane, Wash., who tak- 
ing as his topic, “Men Versus Forms,” 


said in part: “There is a lot of talk | 


these days about mass distribution. We 
know this is the age of mass produc- 
| tion and Jots of people infer that mass 


But does it? 

“There are some benefits to be ob- 
tained in mass distribution, so far as 
| primary warehousing and _transporta- 
tion is concerned, but the ultimate end 
and purpose of distribution is getting 
the goods to consumers, when and 
wheré they want them, this requiring 
individual retail outlets. Today we 
need more and better retail outlets than 
ever before and the personality of those 
| retailers counts for more than ever be- 
| fore. Distribution is finally an unmass- 
| ing, not a massing process. 
| 
} 








Men, Not Forms Count for Success 


“Chains and independent—service and 
non-service—all mean nothing. 
nation is always going on, but only at 
the bottom. It’s the poorest merchant 


| and the poorest stores that are put out. | 
Chain or independent, service or non- | 


| or not, matters little. It’s men, not 

forms, that count for success.” 
D. M. Taggert of Ontario, 

| then gave an interesting address re- 


|the retail hardware and implement 
| business, saying that farm relief 
measures would help the farmer, who 
in turn could buy more from retail 


production leads to mass distribution. | 


Elimi- | 


“Buying for Profit’ was the theme 
of the Wednesday morning session ancl 
| the first topic under this heading was 
“Merchandise Selection and Competi- 
tive Offerings.” In talking on this s:tb- 
ject, President Thiel said he favored 
| competitive offerings. “We must have 
the items people want, or think they 
want. We lose by not being up on our 
toes and letting them know what we 
have for sale,” said the president. 

“Buying Concentration” was handled 
by Henry E. Meyer of Nampa. !n the 
discussion that followed these talks, 
Roy White and Bert Reed of Ogden 
talked informally. 

The summarizing address was mate 
by Managing Director Herbert P. 
Sheets of the N. R. H. A. He spoke 
of the buying and selling practices of 
Henry Brown, the average hardware 
dealer. He told of jobbers’ coopera- 
tion in helping retail dealers in select- 
ing stock and urged the dealers to rely 
on the jobber for information and help. 

The first speaker at the Wednesday 
afternoon session was Sylvan Olson of 














Ore., | 


garding the effect of farm relief on | 


Idaho Falls, who talked briefly on “The 
Problem of Narrowing Margins.” The 
session theme was “Operating for 
| Profit.” The speaker said that the 
| overhead on the increase and margins 
on the decrease, forced the merchant 
to become a business analyst. “We can 
/not maintain the same mark up on all 
| our goods,” said Mr. Olson, “for when 
margins are narrow, we must look to 
|other factors for our success. We 
| must have clerks who will be sales- 
(Continued on page 88) 
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OKLAHOMA 


Proves Ability to Play Host to National Congress 


State Convention and Entertainment of Highest Order— 


HE Oklahoma Hardware and 

| Implement Association, which 
plans to act as host to the Na- 
tional Retail Hardware Congress next 


June, gave an example of its efficiency | 


and hospitality in its 26th annual con- 
vention, held at Oklahoma City, Jan. 
29, 30, 31. 

Both the convention and the enter- 
tainment were of high order, and the 


exhibit ranked among the best staged | 


by the western associations. 

The general theme of the meetings 
was “Henry Brown,” typical hardware 
man, and the membership contributed 
largely to the program. In addition 





CHARLES L. UNGER 


Secretary 


there were several nationally known 
speakers, including President Arthur C. 
Lamson of the National; Llew S. Soule, 
editor, HarpwareE AGE; Paul M. 
Mulliken, managing director of the 
Illinois Retail Hardware Association, 
and Charles F. Nelson, field secretary 
of the Michigan Retail Hardware As- 
sociation. 


President J. I. Denison, Hobart, 
Okla., made an excellent presiding 
officer and tie work of Secretary 


Charles L. Unger was everywhere in 
evidence. It was a worth while con- 
vention. 

The opening session started with the 
annual address delivered by President 
Denison in which he stressed the 
growth of the association during the 
past year. He also referred to the 
marked change in the attitude of manu- 
facturers, jobbers and retailers toward 
one another, and stressed the value of 
continued cooperation. He outlined the 


President Lamson Attends 


quotation that “A losing business is a 
national liability, while a 
| business is a national asset.” 
In the dealer discussions which fol 





| A. G. HOGE 


New President 





J. I. DENISON 


Retiring President 


to a few jobbers, planning for quick 
turning merchandise, and studying the 
needs of the community as a basis for 
buying. Mr. Hoge has not varied 





his inventory over $1,000 in the last 


| 
| 


profitable | 





lowed A. G. Hoge, Oklahoma City, | 
spoke on merchandise selection, which | 
he declared to be the principal profit | 
maker. He advised confining purchases | buying, he said, takes too much time 





program theme, and closed with the | five years, and turned his stock seven 


times in 1928. 

Otho Mooney, Temple, Okla., spoke 
on competitive offerings. Such offer- 
ings he insisted should be attractive. 
People, he said, look over advertising 
to find attractive items, and price and 
assortment always attract. He told of 
several methods used by his firm, in- 
cluding a recently conducted auction 
sale of new goods. 

“Buying Concentration” was 
cussed by B. M. Hippard, Watonga, 
Okla. According to Mr. Hippard con- 
centrated buying is well worth while, 
provided prices are right. Scattered 


(lis- 





R. S. GOFFE 
First Vice President 


and costs too much. 

H. S. Henley talked on adequate 
margin, which he, said was hard to con- 
trol. We must sell staples at com- 
petitive prices, he said, and must there- 
fore build up the profit through sug- 
gested sales of profitable goods. He 
advised members to talk things over 
with the jobbers and enlist the aid of 
traveling salesmen. Dealers, he de- 
clared, must have the courage to get a 
legitimate profit on non-competitive 
items. 

R. S. Goffe, Sulphur, Okla., spoke on 
“Team Work with Suppliers.” Jobbers, 
he said, should train their salesmen to 
help the dealers; salesmen should mail 
orders as soon as possible, and jobbers 
should ship the goods promptly accord- 
ing to orders. In return the dealers 
should give salesmen immediate, courte- 
ous attention, and should order enough 

(Continued on page 66) 
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LETTERS from Hardware CLERKS 


The recent contest conducted by Hardware Age brought hundreds of 
letters from hardware sales people throughout the country. The 
prize winners were announced January 24 and their letters published 
January 31, but many others are well worthy of publication and 
Hardware Age will present many of these expressions of opinion. 


A Woman’s View of the Hardware Business 


By ANNA HURTUCK 


Schmidt’s Hardware and Furniture, Johnstown, Pa. 


EADING Harpware AGE 
Nov. 8, 1928, an article about 
hardware trade, by Saunders 

Norvell, interested me. I am going to 

describe the place where I work, and 

what I think about business manage- 
ment, 


thirty-two years. It is a hardware and 
housefurnishing store. Brick building, 
three stories. The boss and his wife 
occupy a part of the second floor, and 
at the rear of the third floor a tenant 
has an apartment. In the basement we 
keep miners’ tools, oils of all kinds, 
chinaware, electric washers, crockery, 
etc. The first floor: hardware, stoves, 
linoleum, paint, etc., also record depart- 
ment. Second and third floors, furni- 
ture. In the rear of the first floor is 
the glass department and stockroom. 
The business is located on one of the 
main streets of the city. The trade is 
mostly “foreign.” I have been work- 
ing in this store for six years, and I 
started to work when I was 14 years 
old, so I had to learn “to be a real 
‘salesman’ ” and clerk. 

My boss opens the store at 7 a. m. 
| start at 8 a. m. and quit at 6 p. m. 
There are six of us all together. We 
have three ladies working at this hard- 
ware store. About 75 per cent are lady 
customers, and a girl is able to talk a 
woman’s language to them, and I think 
the able girl takes more care about 
keeping the store tidy, neat and clean 
than a man does. 

There is more to business than just 
selling merchandise. If you live in the 
same town with the people, make friends 
and be sociable and give good service. 

We have a competitor and we are 
best of friends in the world. When he 
is out of something that he needs he 
comes over here and picks it out, and 
if we are out of something we do like- 
wise, and being friends with business 
men, customers and competitors, helps 
in business. We do not believe in 
price-cutting. 


of | 


This store has been in business for 


| 








To do business these days you can't | many customers into it in the course of 


go very far with the old ideas. The 
old idea was the store you would call a 
warehouse. It carried what people 
asked for. Many long counters and 


ANNA HURTUCK 


show cases separated customers from 
merchandise, so the salesperson waiting 
on the customer gets from hidden 
drawers and boxes what is _ asked. 
Stock was arranged for convenience of 
clerks with no particular thought to 
sales. The modern hardware store is a 
salesman iteslf, and it displays any- 
thing that sells at a profit. Stock is 
arranged handy for the customer—he 
can see and handle it himself. 

We must get “customer circulation.” 
The hardware store does not get as 





a day as some other stores. That 
means then, we salesmen must make 
the most of our opportunity of selling 
each customer an additional product, 
when they do come in and to bring them 
into contact with much more merchan- 
dise. The first thing we must accom- 
plish is, to draw the customer to the 
rear of the store; then the customer 
will be brought in contact with more 
merchandise and more sales will result. 
As these customers go back and then 
out again, they see all the merchandise. 
Some will stop to buy items, others will 
remember what they saw and return to 
buy later. 

There are three facts to note: (1) 
All your stock should be visible; (2) 
all your stock should be out where it 
can be handled; (3) all your stock 
should show plain price tickets. In an 
open display store you can sell 25 per 
cent more merchandise than in the old 
style store. Nails, screws, bolts, screen 
wire, etc., should be grouped around the 
wrapping counter, and electrical appli- 
ances, sporting goods, alarm clocks and 
cutlery should be in front of the store, 
but always have your goods displayed. 
Trim the windows often; that counts 
a lot. Keep your name before the pub- 
lic. The small advertisements are in- 
teresting, and the response for the ad- 
vertised goods will be the same day. 

When I sell linoleum, of course I 
show the customer the cheap grade 
first, then the better grades. Always 
have attractive patterns in stock. Most 
of the time I sell them the inlaid. I 
explain to my customers the difference, 
etc. When we come to the final points, 
we get the inlaid. 

Watch for the demands for hardware 
and other related items and follow them 
so closely that merchandise is on the 
shelf waiting and when customers come 
for it. 

I hear a lot of talking about mail- 
order houses. I don’t approve of them. 
We have two of them here in town, 
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Montgomery Ward. 


our business and lots of other hardware | 
We can’t afford to have our | 


dealers. 
goods marked as low and at the same 
time give lots of free service. 

Telephone orders are carefully han- 
dled. We have pad and pencil handy. 
No time is lost in hunting for these 
necessary articles in the taking of an 
order, and prices are given over the 
phone. 

We handle records, American, Polish, 
Hungarian, German, Spanish, Ukrain- 
ian, Russian, Slovenian and Slavish. 
We sell as high as 300 per month. We 
sell Victrolas. The Columbia records 


and Victrolas we handle. 








ferred to him, no longer exists 
in the retail hardware business, but has 
passed over to the chain store, where 
he is not expected to know or do more 
than accept the money and wrap the 
package, but the individual behind the 
retail hardware counter making sales in 
this age is rightfully entitled to the 
name salesman—and if he is not all that 
and more too, neither he nor his house 
will exist very long. 

The salesman must today make a 
study of his customer, to the extent 
that the second or third time he enters 
your store you can call him by name, 
for the catalog house has already 
done so in addressing its catalog 
to him, and no customer can be made 
more solid with you and your house 
than to impress him first that he is 
known and that he is among friends. 


Waste Basket Knowledge Valuable 


Next, know your goods, their uses 
and the prices. Much knowledge of 
your merchandise can be _ obtained 
from the waste-paper basket, as the 
boss knows all about everything in the 
store, he discards all factory literature 
which contains worlds of information. 
Then, too, a stray trade journal is to 
be found there occasionally. Read 
them all as these pamphlets are written 
by men who know their lines almost as 
an expert. 

In serving your customer make your 


ET me say in the beginning the | 
hardware clerk, as you have re- | 


they are Sears, Roebuck & Co. and | 
It sure does hurt | much. We surely have a hard time get- | 


The Hardware “Clerk” Is 











ting money of the people. The mills 
are not doing so well and the people 
have little money. 

Now I am going to tell you a little 
about furniture. A salesman or sales- 
lady should know something of human 
nature, but not too sure of her analyses, 
so that he or she becomes impatient and 
leaves too quickly a customer he has 
sized up as being a dead one or just 
lookers. 
to the store and they asked to see chairs 
and kitchen tables. I went up the third 
floor and showed them the chairs and 
tables. They didn’t give me any satis- 
faction. Then on the second floor, I 





By D. W. HESS 


Berwick, Pa. 


movements quick and alert, always be | 


A lady and her husband came | 


We do some credit business, but not | showed them beds and cabinets. 












courteous and hold the tone of your | 


voice pleasing. In closing first sale | 
with the customer, try the phrase, ‘““Now | 
can I show you something else?” If | 
not, wrap the package neatly, and when | 
given the money do not place it in the | 
cash register until you have given him | 
his change and thanked him, always. 


Recognize the Waiting Customer | 


Recognition of your customer’s pres- 
ence while he is awaiting his turn and 
you are busy with another, tends to dis- 
pel impatience on his part and seldom, 
if ever, will one leave the store until 
he has been served. When Mr. Cus- 





tomer questions the merits of your ar- 
ticle you may rest assured he is doing 
so from information obtained in some 
literature mailed to him from some di- 
rect to consumer factory; however, do 
not argue or debate but casually agree 
with him and tactfully advance the 
sales points of your article. 

During the absence of customers do | 
not arrange yourself so comfortably on | 
a corner of the show case or on the | 
counter that he feels he has disturbed | 
you when he enters. Better still, dust 
and arrange the stock comfortably on 
display, for this is part of making the 
next sale and the time passes more | 
quickly, too. Study your sales litera- 
ture at home where your attention is 
undivided, for the boss is not running 
a day school and your job is well -worth 
these few moments’ sacrifice. 








On 
the first floor I showed them a cook 
stove. While waiting on them I gave 
up hope. They didn’t make any effort 
at all to buy. They went out and said, 
“Good bye.” i surely was disappointed. 
Two days later they came back. This 
time I made a sale for $300. That 
shows you should study your customers. 

We carry a large stock of paint and 
everything in the paint line. 

Now, this writing is a little longer 
than I expected it to be, but I must say 
this much, I like to read Saunders 
Norvell’s articles in HARDWARE AGE. 
They are very interesting and instruc- 
tive, and I surely would advise every 
clerk to read HARDWARE AGE. 


a Salesman 







Make’ yourself at all times as_ in- 
dispensable part of the organization 
and the boss will help you feel the part 
in your pay envelope. Study your dis- 
play windows carefully, then at your 
leisure minutes outside the store study 
your competitors’ windows, then when 
you arrive at your store study yours 


| again, and you will find yourself auto- 


matically improving them. Good win- 
dows please the customer, the cus- 
tomer pleases the boss and the boss 
pleases you, so it all comes back home 
in the, end. 

As far as possible learn your cus- 
tomer’s hobby, for he has one. It may 
be poultry, radio, a nice garden or lawn, 
a completely equipped auto and endless 
others, whatever+it may be, don’t lose 
an opportunity to show him or her the 
latest article just received pertaining to 
the hobby. Your interest in them 
pleasing and they invariably respond. 


is 


Keep Your Promises 


Be true to your promises and make 
no false assertions about your goods, 
refrain from gossip, and always be 
friendly toward your competitor. Sym- 
pathize with your customers when mis- 
fortune befalls them, and ever and al- 
ways be honest, punctual and loyal to 
your employer. 

As I analyze the retail game of to- 
day the above are the principal essen- 
tials of retail salesmanship and if fol- 
lowed closely will unquestionably lead 
the individual on the road to success. 
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Oklahoma Proves Ability to Play Host to National Congress 


goods to last a reasonable time. They 
should also be truthful as to price quo- 
tations, and take cash discounts only 
when entitled to them. 

N. H. Walton followed with remarks 
on merchandise movement. Goods 
must be moved within a_ reasonable 
time, he contended, in order to make a 
profit. Most dealers have poor memo- 
ries and need proper records in order 
to buy intelligently. 

This session closed with a masterly 
summary by President Arthur C. Lam- 
son of the National Association on 
“Buying for Profit.” 

The Wednesday session was a con- 
tinuation of the talks by members on 
the theme of operating for profit. 

B. U. Rector, El Reno, Okla., spoke 
briefly on “Meeting the Problem.” 
F, O. Quarles followed with a discus- 
sion of “Pricing Merchandise.” “Fif- 
teen years ago,” he said. “I knew all 
about pricing hardware; today I realize 
I know very little about it. There is 
no set rule for pricing and it requires 
rare judgment and plenty of thought.” 

“Competition” was handled by Paul 
Parnell, who declared that the gains 
of competitors are not based entirely 
on price. Competition today, he said, 
is a battle between the cities and the 
towns. Chain stores are underselling 
the independent hardware merchants on 
only a few items. They have, however, 
gaged the profit which the public will 
pay. He declared that Henry Brown 
does too much dreaming 
enough thinking; that he wastes too 
much time talking. People loaf with 
Henry, he said, and buy from his corn- 
petitors. Smugness, complacency and 
self satisfaction are his dangers. 


Women in Hardware Stores 


Mrs. J. I. Denison, wife of President | 
Denison, spoke on efficient operation, | 
which to her mind includes “a woman in | 


every hardware store.” Women, she 
said, are natura! shoppers; they are 
also the buyers for their families. They 
respond to women salesmen. Women 
also like cleanliness, harmony and 
color. 
all visitors as prospects, and to continu- 
ally add new lines~ which appeal to 
women. She further advised a careful 
study of localities and the buying of 
stock which will appeal to people of 
those localities. 


Advance Planning 


W. C. Gearhard spoke on advance 
planning, which included planning for 
store arrangement. He advised deal- 


ers not to put too much money into | 


fixtures, but also to be sure not to spend 


(Continued from page 63) 


too little on them. Goods, he said, 
| should be marked in plain figures at 


| prices which, in the dealer’s judgment, | 
| activities,” declared his belief that the 


| dealer should leave the cheap goods to 


| they will sell most readily. 

Otho Mooney gave a few pointers on 
| the training of salesmen. He declared 
that the first thing a salesman should 
be taught is to sell himself; that people 
will excuse ignorance, but they love 
courtesy and _ willingness to serve. 
Dealers should teach their employees 
optimism and love of service. 

Llew Soule, editor of HARDWABE 
AGE, spoke more fully on training of 
salesmen, and the problems of modern 
competition. He advised dealers to be 
“specialists” in hardware, to carry 
competitive goods, but to allow such 
goods to sell themselves while the 
dealer bent his sales efforts toward sell- 
ing profitable quality merchandise. 

Paul Mulliken gave an_ excellent 
summary of the session. Our problem, 
he said, is one of profits. Margins are 








going down and expenses are going | 
have | 
doubled. There are three ways of mak- | 


up. Since 1914 our expenses 


ing more profit. First—Lower costs. 


Selling more of the longer margin 
merchandise. 

The chains, he said, rate their mer- 
to the profitable goods. He cited pric- 
declared that too many dealers use an 
even percentage in marking goods 





and not | 


She advised dealers to welcome 
| tion units and Delco light outfits, due 


Merchandise which does not move 
rapidly should carry a higher mark-up 
than do fast moving goods. He de- 
clared that 75 per cent of the hardware 
stores are over manned, and that sales- 
men are not productive, as they were 
five years ago. Salesmen’s time should 
pay a profit just as merchandise pays 
a profit. 

There was one night session running 
from 8 p. m. to 11 p. m. This session 
was largely a dealer session. %. O. 
| Flood talked on Public Utilities, which 
he said were thorns in the dealer's side. 
W. W. Guest 
merchandising. He cited a volume of 
$17,000 last year ina iceless refrigera- 


to going after business. 

Chester Young talked on price ap- 
peal. He advised dealers to meet price 
competition, but to sell quality through 
comparison. He declared that the cus- 
tomer really wants quality, and that 
price is only an invitation to discuss 
quality. A. A. McCollum talked on 
conscious planning. The dealer has 
always planned, he said, after the con- 





sumer has forced him to do so. He 
should lead in planning. The consumer 








| merchant’s territory 


Second—Higher selling prices. Third— | 


chandise and give the prominent places | 


ing as one of the greatest problems and | 


discussed aggressive | 


| the 





has changed faster than the dealer, and 
it will take planning to catch up. 
H. C. Gearhard, in discussing “larger 


the chains and go strongly toward 
quality. He advised selling sporting 
goods to schools and clubs and special- 
izing on such lines as radio and elec- 
trical goods. 

This session was summarized by 
Charles F. Nelson, field secretary of 
the Michigan Association. Mr. Nelson 
declared that there is magic in the word 
NEW, and advised new goods and new 
methods. At present, he said, 40 per 
cent of the people buy on price. The 
dealer should use a skeleton stock of 
cheap goods as a basis for selling bet- 
ter lines. 

There is a penalty for every viola- 


| tion of the fundamental laws of busi- 


ness, he said, and every failure in a 
hurts that mer- 
chant. 

He advised dealers to meet the. 
changes with new methods, to plan the 
spending of time as they plan the 
spending of actual cash. He further 
advised them to forget the “Chain 


Competition Blues” and get busy on 


their own business. 


Nelson Analyses Stores 


used several charts to. 
various stores 
He 


Mr. Nelson 
illustrate conditions in 
where he had made an analysis. 


| cited one merchant doing a business of 


$50,000, who bought from 119 concerns. 


| He advised buying from not more than 
| three jobbers and said two would be 


even better. Another dealer he men- 
tioned has bought paint from 23 paint 
firms. There is, he said, no place in 
the picture for that kind of a dealer. 
Most dealers, he said, substitute imagi- 
nation for facts and memory for fig- 
ures, a condition which should be re- 
versed. 

Much of his talk dealt with the time 
cost of goods while they remain in a 
dealer’s stock, and he stressed the value 
of a unit control system. 

In the final session, N. H. Walton 
told his experience with Business Con- 


| trol and Paul M. Mulliken summarized 


” 


on “Henry Brown the Man.” Henry’s 
greatest fault, he said, is that he hasn't 
changed his point of view, although 
world is ceaselessly changing. 
There was never a time, he said, when 
opportunities were as great, or when 
the public demand so much from the 
merchant. Every merchant, he said, 
should determine three things for him- 


self: 
(Continued on page 89) 
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Indiana Dealers Convened at Hoosier Capital 


* 


F. C. Reimold, South Bend, used 
“Training Salespeople’ as the basis 
for his talk, which discussed the 
qualifications of a model salesman. 
According to Mr. Reimold, enthusiastic 
interest in the business should be con- 
sidered more important than all other 
qualities. Other desirable traits enu- 
merated were: honesty, energy, tact, 
diplomacy, personality, business knowl- 
edge, dress, disposition, and general 
education. 

Chas. C. Bryan, Tipton, then con- 
ducted the forum discussion, in which 
several dealers participated. 

F. J. Nichols, Merchandising Expert, 
of Dayton, Ohio, delivered the sum- 
marizing address, which brought Wed- 
nesday’s session to a close. Mr. Nichols 
said in part: “Less than two cents out 
of every dollar spent in retail stores is 
the hardware man’s share at present. 
There are two many little hardware 
stores. We need bigger and better 
ones. New lines must be added. Keep 
detailed records in order to know what 
items sell, and to find out how much 
profit is made on each article. Hard- 
ware profits are too small. 

“We must apply modern pricing. 
Cut prices are on the wane. The real 
money lies in selling, not buying. If 
you can’t make a reasonable profit on 
an item, don’t sell it, unless it is a loss 
leader, to be sold in limited quantities, 
with the loss charged to advertising. 
We must cultivate real salesmanship. 
Hold a weekly store school one night 
each week. More money can be made 
on the outside of any hardware store, 
than under its roof. You will be sur- 
prised at the volume of. business that is 


Fourteenth 


tions of the Program of Applied Ac- 
tivity. Among those who took part in 
the program were A. M. Hoffman of 
Sedalia; Louis Frier, Lousiana; H. C. 
Mell, Farmington; Marcus Kirkland, 
Flat River; Walter Moon, St. Louis; 
F, J. Warnhoff, Boonville; H. H. Key, 
Clarksville and Frank C. Thorpe of 
Versailles. The usual discussion from 
the floor followed the talks. J. M. 
Campbell of Bowling Green concluded 
the session with an inspirational ad- 
dress on “Planning for Profit.” 

The association’s annual banquet was 
held in the evening and was followed 
by dancing. This event was held in 
conjunction with the Missouri Sheet 


(Continued from page 60) 


waiting for your call. We are in an 
era of installment pay and a strictly 
cash hardware store is at a disadvan- 
tage. Bigger profits than ever are pos- 
sible in the hardware business today 
but a genuine effort, making use of 
modern ideas, is required for success.” 


was “Planning for Profit.’ W. L. 
Kiger, Bluffton, the first speaker, dis- 
cussed “Analyzing Competition,” point- 
ing out that chain stores, drug stores, 
etc., were handling hardware’ with 
greater success than the hardware 


| dealer because of using modern, ag- 


gressive sales methods. Profit by the 
chain store example was his advice. 

A. Gunn Haydon, Rushville, was the 
speaker on “Loss Leaders,” saying: 
“Every hardware store should have 
some good selling items for sale at a 
real close price. Such prices act as in- 
ducements in drawing trade.” As an 
example he told of buying 100 bridge 
lamps in New York for $1.05 each, 
which he sold for $1.49 complete. This 
was quite an event in Rushville and a 
little later he bought an additional hun- 
dred, and they were sold just as quickly 
as the first hundred. The result in the 
good will and advertising these sales 
created was pleasing and helpful. He 
further urged the dealers to push the 
more profitable lines and warned them 
that prices on staple lines must be in 
line with competition. 

A. B. Weaver, Ligonier, had “Diver- 
sifying Stock” as his topic and Harry 
Theurmer, Aurora, spoke on “Keeping 
Ahead of the Other Fellow.” 

Alfred Gronemeier, Mt. Vernon, 





| the 


spoke on “Managing the Proprietor’s 


Annual Missouri 


(Continued from page 61) 


Metal Workers Association, which held 
its convention at the Statler at the same 
time. President Wade presided. 

The final session of this Fourteenth 
Annual Convention was held on Wed- 
nesday afternoon. J. H. Dickbrader 
of Washington; Ben Feinstein of St. 
Louis; J. D. Reynolds, Carthage; O. D. 
Bradley, Troy; Ralph Myers, St. Louis; 
G. O. Busch, Union; Fred Marx, St. 
Louis; A. H. Gruendler, St. Louis, and 
J. A. Morgan of St. Louis took part in 

presenting various subjects relative to 
| operating of a retail 
store, including merchandising, adver- 
tising, stock control, window display 





and store arrangement. 


The theme for Thursday’s session | 


hardware | 


| Big Job.” He said: “Managing is the 
important factor, around which the 
other factors revolve and depend on. 
Plan like a general in the army. Issue 
orders, then see that they are obeyed. 
Your business will be no larger thar 
| your vision. Be able to assign the 
minor details to employees. The pro- 
prietor should be the dynamic power 
that puts pep and enthusiasm in the 
business. We are all too anxious to 
follow the other fellow. Be a construc- 
tive thinker.” 

A. Gunn Haydon, Rushville, then in- 
troduced F. J. Nichols, Dayton, Ohio, 
who said in part: “Profit don’t happen. 
We must plan our program in advance. 
The large department stores and mail 
order houses ‘plan their sales a year or 
more in advance. Offer prizes to em- 
ployees for valuable suggestions for in- 
creasing your business. The mail order 
business is on the decline. When a 
chain store or mail order store opens 
in your town, welcome them and con- 
gratulate yourself that they have se- 
lected your town as the location for one 
of their stores. They will bring trade and 
keep trade in your town. It is not the 
chains—but the change. We have to 
change our methods. Bury the toma- 
hawk and cultivate the friendship of 
your fellow hardware dealer in vour 
town. 

“There is plenty of opportunity to 
increase your hardware business. Dis- 
courtesy drives your trade away. Keep 
your ear to the ground. Get out and 
mingle with your prospective customers. 
Find out what they need, and what 
they expect from your store. Consider 

(Continued on page 91) 








Convention 


As usual, a discussion period ‘ fol- 
| lowed the talks. This was a very lively 
| session and many important contribu- 
| tions were given by members. The 
| summarizing address by J. Charles Ross 
was regarding “Controlling for Profit,” 
| in which he advocated the budget sys- 
'tem. In the course of his address, Mr 
| Ross stated that the session was the best 
| of the convention, as he could see no 
vacant seats in the room. The conven- 
| tion adjourned following Mr. Ross’s 
| talk. 

The exhibition which was held in 
conjunction with the convention had 
many attractive booths, where manu- 
facturers had their displays. 
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In CONNECTICUT OR CALGARY 


But the Methods Used Differ and Really Affect Results. 
These Comments and Compare Your Own Ads. 


Read 


Improvement Is 


Worth the Effort 


By GUY HUBBART 


N my long experience studying the newspaper adver- 
tising of all kinds of stores—department, specialty, 
drug, hardware, and so on—one thing has always 


stood out: 


no ad was ever so good but it could be im- 





ASHDOWN’S 
25% 


Discount. 
from all 
Sleighs, 

Skiis and 
Tobog- 


gans 





CANADA’S FINEST 


HARDWARE 


ar ES: 


FLANNE’ 
ROLLS 
For_ Silver 
Spoons, 
Knives or 
Forks—Ea. 


25c 





From a Large 
Selection, at a sav- 
ing of — 


m any of our ex eon! nat 
cage ore 
y brass 
catch your fancy 
one of these. Re 
LESS 20”, 





A Brand New Bird Cage 


_ 20% ¢ 


Give ow, nome 
fr tT] 


nat 
Hos vw happy, he’ ‘wil te. i 
$15 


dite 








FLAT BOTTOM ALUMINUM 
DAISY TEAKETTLES 
MAS. HOUSEWIFE, ORDER 
NEW CORN BROOMS, 39° 

AT EACH . 

Here is a-well made S-string 
corn broom, of durable quality 
at a low price. These are select 
ed corn, well bound and have 
straight handles. Each 396 


Special 








A SPECIAL 
CLEARANCE 
SALE OF 


pper. Special ‘31.98 
“QUART. ALUMINUM, TEA- 
—81.5 
A oma i. ‘ = Hf an e 
eavy 


A high grade, washable semi 
gloss finish, for walls and furni- 
ture. Beautiful to look at, easy 
to put on; dries with a beautiful 
soft egg-shell finish; all colors 
ALUMINUM TEAPOTS 

cup size . $1.23 
cup size .... - $81.53 


ALUMINUM COFFEE 


all sizes. Reduced to clear 
fie 
79e 


1% pints, reg. Gc, sale 


Pints, reg. $1.05, sale . 


20: 


Discount 


and wood. Here 
you will find a complete and well 
Assorted selection of fixtures that 


will give refinement and @omfort to 


Fiveplace Screens, reg. $2.75 to 
$35.09. 


Companicn Seta, re 
£3.50. 
Coal Hods—In brass and copper. 


Reg. $8.50 to $10.00. 
Fireplace Kerbs and. Fenders, 
reg. $6.75 to $25,00. 
The last item does not include 
Radiantfire fenders 
Third Floer 











Quarts, reg. $1.90, sale .. $1.42 
5 galle., reg. $3.65, sale $2.89 
$5.59 


Galls., reg. $7.00, saic 


PERCOLATERS 


Same style as teapot 
above, but with Elnse peres cate 


op. Ma de 
loan, with inedes 0d “handle 
4-cup size, special $1.23 





Second Fieor 6-cup size, special $1.53 


Varnish in Clear and Colors for 
Interior Woodwork and Furniture 


A superior, high grade varnish, for general use. 
A spiendid wearing quality, at sale prices— 








Quart Cans, special 
Paint 


Dept., 
Second 
Fleer 





NICKEL PLATED 
SERVING TRAYS 


49c Each 


Arsoited shapes and sizes—oval and 
Found. A special” Purchase lot of 
regular valuer of 

Thire ‘Fleer 





LAVATOnK, BOWL BRUSH 
AND 1 TIN SANI-FLUSH 


ees special, 60° 


a well made fibre bowl brush an 
wood handie, and a tin of Sani- 
flurh, for cleaning lavatory bowls. 








Sccond Floor 











proved on. The only drawback is, however, that the 
little defects show up only after the ad has appeared in 
print. 

Another thing—on some days ads come in from, say, 
eight stores in eight different cities, but all with prac- 
tically the same goods featured. In studying these, two 
facts stand out with startling clearness: 

1. Values customers are offered in one town and in 
another one are enough alike to have been picked by 
agreement, and, 

2. Sentences, ideas, pictures, copy all are very much 
alike, so far as arguments go. 

Nothing deep about this. But it brings the impression 
that what each store needs most is some new way of 
interesting people in its featured leader, the items put 
into the ads to bring customers into the store. 

What I mean is, new ways of saying old things. 

If a hardware merchant knew that 20,000 people in 
his town were going to wake up at 6:30 Thursday morn- 
ing in immediate need of some one article—a $3.75 
electric iron, say—and would buy from the store whose 
ad they saw first, what would the merchant do? 

He could ask the newspaper as a favor not to print 
any other store’s ad. That would be strategy, if i 
worked. He could go to his competitors and try to buy 
up all their $3.75 irons. That would be something like 
restraint of trade, whatever that is. 

But the simplest way would be to put the best-looking 
ad possible in the best paper in town, and get the irons 
onto a display table. 

The ad and the customers’ need would do the rest. 
No ad ever brings in all the business for one store. If 
it did no one would need to advertise. What an ad 
really does is gradually to build up confidence in a store’s 
wares. There are forty ways the ad may do this, but 
the main way is by creating interest in values. 

How well do your ads do this? You can compare by 
the following comments on the ads of four stores. 


MASSACHUSETTS 


Hall’s Hardware, Inc., Springfield, Mass. These two 
ads are each one column wide by four inches deep. One 
tells of toys and other holiday items, including a kitchen 
cabinet ; the other features floor polish and cold-weather 
items, weather-stripping and similar items. 

This method is good if kept up consistently at least 
every alternate day. Otherwise space is too small to 
show up good on the page. 

Less matter one or two items better displayed would 
be more effective. Type is too small for easy reading. 


CONNECTICUT 


William B. Weldon, Simsbury, Conn. Fifteen inches 
set up newspaper style. Seasonal items are presented 
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It Matters Little Where— 
the Ads Guide the 


Customer 


The Hopmeadow Storekeeper 


General Hardware 
House and Farm Supplies 


Yes, our good credit record for 
1926 is largely due to the Bank's 
Supervision, but we like it so well 
we hope to equal or better’ it next 
year. That is we'll keep poking 
the slow and do our bést in price 
and service for the punctual. 


Our first, order for Smiths Stand- 
ard chicks for 1927 goes to Mr. G 
Merkin on the old Stocking Farm 
‘Also a Lionel 400 chick electric 
brooder, for Mr. Merkin likes to 
work in the daytime and sleep nights 
rather than stay up with Drooders 
Go out and see his cowbarn if you 
want to see what scientific manace 
ment aud persistence can do. Order 
a few Smith Standard Chicks for 
March. We have our brooder going 
and will have chicks about March 1. 


No-Nick glasses beauties with the 
rounded edges 75c for 6, a 
Juvely: present. for shower or birth- 
aay , 
If you're tltukine of # milking 
machine Ter talk to yon. Perhaps 
we Can sive you sorhe money. Not 
only now, but for many years on 
operating expenses. 

Dr. Bruyette: “AwfuHy. sorry Miss 

just tore off a piece of your gum's 

Simsbury, Sixteen, Sweet “That's 
all right, just stick it tinder the 
chair and I'l get it as I ge ont.” 


Want a car of that Agstone Lime; 


now? 

What quality do we want? What 
is quality? Tiffany keeps the Best, 
Woolworth the cheapest and moat of 
ais buy somewlierée © between. We 
aim to keep a quality sulted to the 
purposes of the mafority with a 
slight bias to the best. There’s 9 
jot to it, i. e—we have a six quart 
white enamel sauce pan triple coat 
built to good specifications and. the 
same article in the’ same size Vall- 
rath Ware. The first cost 76c, the 
second $2.00 and dollan for dollar 
is as good value as the first, : 

Vollrath Ware 4s beautiful, dur- 
able, sanitary, easy to clean with 
three coats of porcelain baked on 
under. numerous temperatures. Cor- 
ners are rounded, thers ar no 
e¢aihs or rivets in the entire line. 
They are all built in’ by careful 
crafisman 0, that there are no 
flaws. See it and you'll want It. 

To 6 hack to our subject—what 
quality do we want? It's hard to 
fudge value without broad know- 
ledxe and the good can brfng you 
just thet. We pick ag-well as we can 
and then usually’ hear from several 











_ SAVE YOUR BACK | 


when polishing your floors by 
| using our Electric Floor Polisher. 
Rents for $1.5@ a day 


SPECIAL FOR 
ONE WEEK 


| 2 Ibs. Staples Floor Wax, $1.00 
| 


| Prepare for the Cold 
| Weather 
| by using 
Numetal Weatherstrip 
Gasket Rubber Covered 
Weatherstrip 


Toys—Toys—Tc 
Christmas Will Soon Be Here | 
Bring the kiddies to see our | 
electrical and mechanical | 
toys which we are selling at | 
very low prices — also — | 
GAMES, SLEDS, SKATES, 

SKIIS, Ete. 
Compare Our Prices 


Give Her a 


HOOVER 


for Christmas. Call us for a 
free demonstration in your 
home or at the store. See the 
Hoover remove the deeply 
embedded grit that cuts the 
nap. Guaranteed to add years 
to the life of your floor cov- 
erings. 


8¢ a ft. 


6¢ a ft. 
Wood Felt Weatherstrip 3¢ a ft. 
GLASS AND PUTTY 
Bring in your broken sash and 
we will glaze it for you. 


‘Hall’s Hardware, Inc. 


Winchester Sq. Dial 3-5189 


Roasting Pans and Carving 
Sets for Thanksgiving 


Hall’s Hardware, Inc. 


Winchester Sq. Dial 3-5189 
































An improvement would be: About six more items and 
a better main head. “See Here!” is an exclamation, and 
good, but something is needed to finish it off. Like “See 
Here. All You Women Need These Items.” Every- 
thing else is O. K. 


CALGARY, ALBERTA 


Ashdown’s, three columns wide, thirteen inches deep. 
An ideal amount of space if used on regular schedules, 
such as three days a week and the same days of each 


to,a hundred customers just. how the (Continued on page 87) 
A good farmer and a large farmer ;,article works out in practice. We 

{in aeres) told me he had kept his}aim to tell you the truth so th 

teams busy-every day thix winter go] can’ depend on what we say. j= 

far. ,Do you try to-do a year's work} clerks rule is to miss: a! sate‘ } 


pa i SEE HERE!! 


SS REE REINS > 
Trade at the Big Brick Store by the Station 
After taking inventory we sind ourselves overstocked in some lines 
other items will be discontinued. All are doomed to go at Slashed 


re e 4 
William B. Welden 
Prices. Step in and see for yourself—We are pleased to show the 


Oven Friday Eve. 
Goods, Sale or No Sale. 








———- ae pn a re 








Simsbury, Conn Teo |) 








in briefly worded copy. The headline and 
signature are clear and forceful. 

What is mainly lacking is a little bold 
face display for prices. And it would help 
if the first few words of each paragraph 
were set in bold face. The items are lost 
in too dense type. Why not lead the lines 
and use bigger rule between the items? 
This method is excellent if well carried 
out. A cut now and then would increase 
its attention power 50 per cent. 


PALMER, MASS. 


R. F: Foulkner, Palmer, Mass. Here is 
a fine example of correct space and bal- 
anced item sections. No matter how 
crowded this page, this kind of layout 
gets its share of attention. One reason is 
plentiful white space between parts of the 
ad, and inside of item sections. Another 
merit—captions and body type are set in 
clear type carefully measured to fit the 
spaces, and right in the center is a featured 
item, a special value, with a cut. This 
item gives the entire ad‘a bull’s-eye effect. 
Items are selected to cover a wide range 
of timely needs, too. 


HACK SAW 


FRAME & BLADE Hunting Coats 


American 
Gasolene Heater 
Just the thing for the 
office, 
Sold regularly for $25.00 
Only a Few Left — AT 


$9.95 


An Assortment of 


Pyrex Casseroles 





Vests--Caps--Belts 


store or parlor. 


WE OFFER AT 
25% Off 


Full Size Electric About 96 in the lot— 


FLAT IRON 


Fully Warranted 
SALE PRICE 
$2.98 


A Good Carving Knife 
For All Around Kitchen Work 


25¢ 
R. E. Faulkner 


PALMER 





All Sizes 





A FEW REAL 











BARGAINS IN 





With Nickel Stand 
Oblong and Round 
Some Priced as High as 

$6.90 
NOW 


Used Radio Sets 


First Come 


$3.98 First Served 











TEL. 28-W 
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Charles E. Beeson, President 
Pittsburgh Gage & Supply Co. 


Charles E. Beeson, who has been acting 
president of Pittsburgh Gage & Supply 
Co., Pittsburgh, Pa., since the death of 
William Rodgers, has been elected presi- 
dent. He also has been elected to the 
presidency of the Gainaday Electric Co., 
an affiliated company of the Gage & Sup- 
ply Co. 

Mr. Beeson is a director of the Pitts- 
burgh Steel Co., and also vice-president 
in charge of operations of its subsidiary, 
the Monessen Coal & Coke Co. 

Other officials of the Pittsburgh Gage 
& Supply Co. and the Gainaday company 
have been reelected. C. B. Barton is vice- 
president and general manager of both 
and W. H. McBride fills the office of sec- 
retary of both companies. J. G. Reuter is 
treasurer of the Gage & Supply Co. and 
W. F. Small of the Electric company. 


Trimont Mfg. Co. Takes Over 
Moore’s Stillson Wrenches 


The Trimont Mfg. Co., Roxbury, Bos- 
ton, Mass., has purchased the “Stillson” 
wrench business of the Moore Drop Forg- 
ing Co., Springfield, Mass., and will con- 
tinue the manufacture of both the origi- 
nal pattern and the popular type of “Still- 
son” wrenches. 

The Morco original pattern Stillson 
will, under Trimont manufacture, be 
known as “Sando” original pattern; and 
the Morco popular, will hereafter be known 
as the “Moroco” popular. 


W. E. Stevens Dies—Veteran 
Stanley Works Salesman 
Willard E. Stevens, for 58 years in the 
employ of The Stanley Works, New 
Britain, Conn., passed away at his home 
in that city on January 24. Ill health 
forced Mr. Stevens to cease work three 

years ago. 

Mr. Stevens was 78 years of age and 
w.s born in Kensington, Conn. For more 
than 40 years he handled sales for The 
Stanley Works in New England. 


General Fireproofing Co. 
Announces Changes in Board 
W. P. Arms has retired from the board 

of directors of the General Fireproofing 
Co., Youngstown, Ohio. 


Avery C. Adams, assistant to the presi- 
dent; C. F. Smith and Norman Emery 
| have been elected members of the board. 
| The company’s board now has a member- 
ship of nine. 





L. D. Brodhead Joins Tucker Co. 
Will Assist Seymour N. Sears 
L. D. Brodhead has joined the sales- 

force of The Tucker Co., 75 Murray 

Street, New York City. He was for many 

years with Peck, Stow & Wilcox Co., 








L. D. BRODHEAD 











Southington, Conn. and is _ familiarly 
known to the New England trade as 
“Lew ” 


Mr. Brodhead will assist Seymour N. 
Sears, vice-president of the Tucker organi- 
zation, with sales work in the New Eng- 
land and Metropolitan territory. His 
brother, Frank Brodhead, is affiliated with 
the Brodhead-Murphy Co., Elizabeth, N. J. 


New Fishing Lines Catalog 


A very fine catalog devoted to fishing 
lines has been distributed by G. H. Mans- 
field & Co., Canton, Mass. 

In this catalog are illustrated and de- 
| scribed various types of braided silk and 
| linen, twisted linen and cotton fishing 
lines which the company produces. Some 
pages are printed in color, adding greatly 
to the attractiveness of the book. Various 
assortments and many newer lines are to 
| be seen. 











Holmes Products, Inc. Moves to 
New and Larger Quarters 


On February 2, the executive offices of 
Holmes Products, Inc., were moved from 
2 West Forty-sixth Street, New York 
City, to new and larger quarters at 205 
East Forty-second Street, in that city. The 
leasing of the larger space was necessi- 
tated by the expansion of the company’s 
personnel in order to handle the volume of 
business planned for 1929. The works of 
the company are located at 120 Helen 
Street, Bridgeport, Conn. 


G. G. Knoek, Inc., Formed to 
Wholesale Hardware and Tools 


Gerald G. Knoek, who was for 19 years 
with L. S. Knoek & Co., Hartford, Conn., 
has incorporated as G. G. Knoek, Inc., and 
will wholesale hardware and tools at 241 
State Street, Hartford. 

Manufacturers are requested to send 
catalogs to Mr. Knoek at the above ad- 
dress. 


Sargent & Greenleaf Veterans 
Average 55 Years of Service 


Sargent & Greenleaf, Inc., Rochester, 
N. Y., has recently brought to notice what 
is thought to be an employee service rec- 
ord, for in its employ are five men having 
an average of 55 years with the company. 

Ben, Roman and Louis Saunders, John 
W. Butler and H. Frank Arnott have all 
worked for Sargent & Greenleaf, Inc., 
since its early days. Mr. Butler is round- 
ing out his sixtieth year as an employee of 
the company, which was established only 
four years before he became affiliated 
with it. 


Mowers for Golf Courses Shown 
in New Catalog 


“Mowers for Golf Courses, Parks and 
Private Estates” is the title of a new cata- 
log now being distributed by the Penn- 
sylvania Lawn Mower Works, 1615 N. 
Twenty-third Street, Philadelphia, Pa. 

In this catalog are shown the various 
types of Pennsylvania mowers especially 
suitable for work on golf courses and 
other large areas of grass. Many inter- 
esting facts regarding the mowing of golf 
courses are given. Profuse illustrations 
add to the attractiveness of the book, which 
is printed in two colors. 





Richards-Wilcox branch managers and salesmen at convention.—These men attended the convention of the Richards-Wilcox 
Mfg. Co., Aurora, IIl., which was held in Aurora in January. The meeting was featured by many spirited discussions and 


instructive messages. 


It was said to be one of the most successful conventions ever held by the Richards-Wilcox men 
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New York Toy Fair Opens— | nectady, N. Y., and w-th Peck, Stow & | National Rivet & Mfg. Co. Ab- 


Many New Toys on Display 


On Monday, Feb. 4, the New York City 
Toy Fair opened in the Grand, Breslin, 
and Imperial Hotels and the Fifth Ave- 
nue Building. 

During the first week, always a busy 
one for exhibitors, many buyers from all 
parts of the country were seen in the cor- 
ridors: and exhibits in the various build- 
ings. 

Among the newer toy items are: an 
electric one-seat toy roadster, an express 
wagon assembled with only eight bolts, a 
scooter sled, air-mail games, cast-iron 
Zeppelins, gasoline filling stations, a com- 
pressed air cane that cracks like a tor- 








pedo when tapped on the floor, and black- | 


boards framed with color. 
The fair will continue until March 2. 





John Robert Pender Dies— 
Was Tarboro, N. C., Dealer 


John R. Pender, for about 40 years con- 
nected with the Pender Hardware Co. in 
Tarboro, N. C., passed away on Jan. 15, 
following an acute heart attack. He was 
65 years of age. 

Mr. Pender entered the hardware busi- 
ness in 1888 and was actively engaged in 
it until the time of his death. He was a 
respected and admired merchant in _ his 
community. 

Mr. Pender’s son, L. Don Pender, is 
president of the Pender Mfg. Co., Tar- 
boro, an organization devoted to the manu- 
facture of fertilizer sowers. 





B. J. Koral Joins Ala Mfg. Co. 
as Vice-President 


Ben J. Koral is now vice-president of 
the Ala Mfg. Co., 401 South Sangamon 
Street, Chicago, Ill. He was formerly 
vice-president and sales manager of E. 
Edelman Co., Chicago, severing an 11- 
year affiliation with this organization on 
Feb. 1. 

The Ala Mfg. Co. has been manufac- 
turing battery hydrometers exclusively 
since 1920. 





Eagle Electric Mfg. Co. 
Increases Its Floor Space 


Due to a steady increase in business, 
the Eagle Electric Mfg. Co., 59 Hall 
Street, Brooklyn, N. Y., has found it nec- 
essary to acquire additional manufacturing 
space of 5000 sq. ft., bringing its total area 
to 35,000 sq. ft. 

The company manufactures 
specialties. 


electrical 


D. W. Macomber Will Represent 
The Lufkin Rule Co. in South 


D. W. Macomber has joined the sales- 
force of The Lufkin Rule Co., Saginaw, 
Mich., and will represent the company in 
the Southeastern states. 

Mr. Macomber has had many years ex- 
perience in both wholesale and retail hard- 
ware lines, having been formerly con- 
nected with the Clark-Witbeck Co., Sche- 





Wilcox Co., Southington, Conn. For the 


past two years he has represented the | 


Ames Shovel & Tool Co., North Easton, 
Mass., in the Southwestern and Missouri 
River territory. 
quarters in Atlanta, Ga. 


Clean Up Campaign Executives 
Discuss Solicitation Plans 

Dr. R. A. Plumb, chairman of the Na- 

tional Clean Up and Paint Up Campaign 

Committee, attended a conference in New 





DR. R. A. PLUMB 


York City on Jan. 25, for the purpose of 
perfecting plans for the financing of the 
National Clean Up and Paint Up Cam- 
paign Bureau for 1929. 

The meeting was held at the offices of 
the National Paint, Oil and Varnish As- 
sociation, Inc., and was attended by Presi- 
dent Charles J. Caspar, General Manager 
George V. Horgan, of the National Asso- 
ciation, and R. W. Emerson, executive 
secretary of the National Clean Up and 
Paint Up Campaign Bureau, who met with 
Dr. Plumb. 

Following the conference, Dr. Plumb 
announced that an active campaign for 
solicitation of funds adequate to put the 
campaign upon proper basis would be 
launched. 


General Market Conditions Im- 
proved—Prices Firm 


New York, Feb. 13.—A steady, if 
conservative, gain and a firmness in 
prices that is general are features of 
the market situation this week, accord- 
ing to reports from important market 
centers. Jobbers have enjoyed a good 


He will make his head- | 


trade in winter lines and are expecting | 
a strong demand for spring lines as 


the season advances. In many instan- 


ces this movement of farm and garden | ; ‘ f 
| the pleasant relationship that has existed 


items has begun. 


Prices are continuing on a very firm 
Sb o i 


footing and no drastic changes from 


the general situation are looked for at | 


the moment. 
Collections vary with conditions. 
They may be said to average fair. 


sorbs U. S. Rivet & Mfg. Co. 

The National Rivet & Mfg. Co. has re- 
cently been incorporated in Milwaukee, 
Wis., for the purpose of manufacturing 


| brass, copper, aluminum and steel rivets— 





solid, semi-tubular, tubular and split types 
used for brake bands and facings for all 
classes of machinery, for airplanes, etc. 

This new company absorbs the U. S. 
Rivet & Mfg. Co., of Mishawaka, Ind., 
and through the addition of new manu- 
facturing equipment, have facilities for 
greater production and better deliveries. 

The officers of the new company are: 
P. H. Dorr, president, and Wm. Flem- 
ing, Jr., secretary and treasurer. The 
plant is located at foot of Park Place in 
Milwaukee. 


| Vosbikian Brothers & Co. Issues 








1929 Tool Catalog 


A 1929 edition catalog has recently been 
issued by Vosbikian Brothers & Co., 180 
W. Oxford Street, Philadelphia, Pa, In 
it are included descriptions and_ illustra- 
tions of the complete line of hedge shears, 
cold-chisels, star drills, pin punches, screw- 
drivers, tire irons, etc., which the company 
manufacture. 


Frank P. Hall Again Honored 


Frank P. Hall, president of Frank P. 
Hall Hardware Co., Columbus, Ohio, has 
been relected vice-president of the Retail 
Merchants Association of Columbus. 


Jerry S. Sprott Resigns from 
The General Fireproofing Co. 


Jerry S. Sprott, vice-president in charge 
of sales of The General Fireproofing Co., 
Youngstown, Ohio, recently tendered his 
resignation. 

Mr. Sprott is one of the best known 
meif in the steel furniture field, and has 
been with The General Fireproofing Co. 
16 years, all but three of which have been 
spent in Youngstown. He was transferred 
from the Chicago office to the main office 
at Youngstown .13 years ago. His early 
experience included work as a salesman, 
district manager, and agency supervisor. 
In 1922 he was appointed sales manager 
and in 1927 was elected a member of the 
board of directors and vice-president in 
charge of sales. 

Mr. Sprott intends to take a month’s 
vacation in Florida and has not announced 
his future plans. 

A testimonial dinner was tendered Mr. 
Sprott at the Youngstown Club, at which 
a kit of golf clubs was presented to him 
from his former associates. Officials of 
the company spoke with much feeling of 


for so many years, and stated that no 
matter what Mr. Sprott’s future plans may 
be, he carries with him the good wishes 
of the employees and officials of the com- 
pany. 

Mr. Sprott’s successor has not as yet 


keen named. 
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Chicago Trade Is Seasonable in Character— 
Prices Are Firmer 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Feb. 13.—Trade is reported as satisfactory by local 


hardware wholesalers. 
mal for the season. 


Business on current requirements 
Future orders are on the increase, denoting 


is nor- 


optimism on the part of the dealers. 
Sales of some winter lines have been larger than for several 


years. 


The prolonged cold spell, and icy condition of highways, 


have stimulated the call for such articles as are needed to cope with 


the elements. 


Lines showing unusual activity at present are: tire chains, ice 


skates, skiis, sleds, 


work gloves, anti-freeze, auto heaters, lard 


presses, sausage mills, coil chain and wood cutting tools. 


No price revisions were made on our quotations. 
lock sets, chain, copper rivets, copper wire, window 
According to report, advances are 


prevail on: 
glass, rope and roller skates. 


Firmer prices 


shortly probable on the lines enumerated. 
Most authorities declare that present business conditions are 
favorable, and it is generally agreed that all indications point to 


more prosperous times. 


Production in the Chicago district steel mills has continued to 
average 88 per cent of capacity. The character of the steel indus- 


try is healthy and prosperous. 


AUTOMOBILE 


icy condition of streets has resulted in 
better demand for tire chains than has | py]LDERS’ 
Prices are | 


prevailed for several years. 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Spark Plugs.—Splitdorf, for Fords, 


50c. each; regular, 58c. each; Cham- 
pion X, 45¢c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 


Spot Lights.—Appleton, 
$6.50 each. 
Chains.—Non-skid, 
34 per cent discount. 
Jacks.—National Standard, 
$1.30 each. 
Pumps.—Rose, 
$1.85 each. 
Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty 
$9.75; heavy duty, $11.80; tires, 2 
4.40, $7.60; 32 x 6.50, heavy duty, 
$19.80; tubes, 30 x 31%, $1.20; balloon 
tire tubes, gray, 29 x 4. 40, $1. 50. 
Anti-Freeze Mixtures. — Eveready 
Prestone, $3.80 = in cans. 


No. 3280, 


dozen pair lots, 
No. 21, 


1% in. cylinder, 


Glycerine.—‘ ‘G. - $1.80 gal.; 
—— and > oS solution, 90c. 
gal. 


BICYCLES.—Some business is coming 
in from Southern territories. Local de- 
mand is light. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 

BOLTS AND NUTS.—AIl local job- 
bers are reported as using the “full 
case” list. The “broken case” list is 10 
per cent higher. Steady prices pre- 
vail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 


ACCESSORIES.—The | 


| 


| CHAINS.—It 








Steel prices are steady. 
Collections are fair to normal. 


thread, 
bolts 
screws, 


60 per cent discount; all stove 
75-10 per cent discount; lag 
60 per cent discount. 


{ 


HARDWARE.—Further | 


advances on lock sets are declared like- | 


ly. Manufacturers are still selling be- 
low their cost. Current prices are well | 
maintained. | 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots? less quan- 


tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


is rumored that addi- 
tional price advances are in the offing. 
The good demand continues. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

\%-in. Proof coil chain, $8.75 cwt. 
base; Trade Marked coil chains, 40-10 


per cent off list; No. 00, 41% ft. elee. 
welded cow ties, $2.40 per doz. 
COPPER RIVETS. — Jobbers who 


placed their contracts prior to the last 
manufacturers’ advance continue to sell 
at the old figure. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Copper rivets and burrs, 30-10 
cent discount. 


per 


son has averaged much colder than last | 


year, which accounts for a larger de- 
mand. Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 





| 
| 


| ELECTRICAL 


M ERC H ‘ANDISE.— 
Business is dul] at this season. Wire 
prices are firm and other prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
E.ectrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 


socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 744c. each; dry cells, 
boxes of 55, 32%c. each; less than 
ease lots, 35c. each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of rm $3.90; Sun- 
beam, $5; lots of six, $4.75; Percola- 


tor, Universal 9169, $16.65 

Radio Supplies. hy . batteries, 
Db 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than ste indard packages, 
$2.22 eac h; in original standard pack- 


ages, $2.06 each. 
Radio Tubes. — UX-201A, 97%4c.; 
UX-199, $1.464; UX-227, $2.60; UX- 


171A, $1.78%. 
FILES.—Demand is normal. Prices are 
steady. 


JOBBERS’ Sia’ baueaen TO RE- 
TAILERS, F.0.B. CHICAGO 

First grade, 50 per 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Demand is 
seasonable. Market firm. Any price 
change will have an upward tendency, 
which lends confidence to keeping com- 
plete dealer stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Tool 
manufacturers have maintained steady 
pricing for several months. Sales at 
this season are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2. shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Demand for this line is 
excellent, as “hog killing time” is at its 
height. Prices remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
ae rg No. 25, $8.00 each; No. 
$8.65 each; No. 35, $9.50 each. 


cent; medium 


| NAILS, WIRE AND STAPLES.—In- 
COTTON GLOVES.—This winter sea- | ; AILS n 


quiries are more frequent and sales 
volume _ better. No recent price 
changes. 


JOBBERS’ yh Eh Bye | TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities ae wire and 
cement coated nails, small orders out 





























of Chicago stock, $3.20 per keg base 


Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel-cut nails, 


$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 Ilb.; polished fence staples, 
$3.55 per 100 Ib. 


OIL COOK STOVES, 
SUPPLIES.—Cook stove and oven fu- 
tures are fairly active. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Perfection.—No. 72, 2 burners, $18; 


No. 73, 3 Loy gel $23.25; No. 74, 4 
burners, $29.5 No. 279 oil range, 
$129; No. 339 on range, $140. Deal- 


ers’ ‘discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
— ee order, 33% per cent. 
purchases amounting to $250 
sy more during calendar year, annual 
bonuses of from 2 to J0 per cent will 
be paid according to volume of busi- 
ness. 
Puritan.—No. 42, 2 


burners, $18; 


No. 43, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249’ oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, $60: No. 400R, 
$5; No. 215-1105, $51.50; No. 215, $41; 


No. 214-1104, $38. 50; No. 214, $30; No 
213-1108, $30.50; No. 213, $23.50; 
212- 1102; $23.50; No. 212, $18; No. 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 3314-5 per cent. 

Ovens, Perfection.—211, 1 burner, 
plain door, $2.50; 211G, glass door, 
$2.70; No. 122G, 2 burners, glass 
swing door, $6.50. 

Puritan.—No. 42G, 
drop door, $5.50; No. 
steel drop door, *$5.2 25. 
counts on Perfection 


2 burners, glass 
42, 2 burners, 
Dealers’ dis- 
and Puritan 


ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. $1.80; No. 05, 
$2.10; No. 5, $2.25; sy 010, $3.90; 
No. 19, $4: No. 22, $4: No. 020, $4.50 
No. 20, $4.75: No. 030, $5; No. 30, 
$5.30; No. 0301, $6; No. 301, $6. 30. 
Dealers discount 31-5 per cent. 


Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 

Oil Heaters.—Perfection, No. 
$6.25; No. 525, $7.25; No. 1525, 
No. 1530. $9.95; No. 1630. 
1550. $9.50; No. 1560, $11; 
$13.50; No. 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75; No. 
1686. $16.50. Dealers’ discount same 
as Perfection cook stoves. 

Nesco Oil Heaters.—No. 12, 
$7; No. 016. $8.25: No. 
. 0190C, $10.50; No. 
0190D, $10.50: No. 
. 0190F. $10.50: No. 
505. $11.25: No. 605. 
705D and 705E, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant, list, 
Discount on Nesco heater 
30-5 per cent. 


510, 
$7.75: 
No. 
1665, 


$5.50; 
1600, 


75c. each. 
wicks, 


184%, Billions Life Insurance 
Taken Out During 1928 


Actual production records for the year 
1928 of forty-four member companies of 
the Association of Life Insurance Presi- 
dents, forwarded to the Department of 
Commerce at Washington on Jan. 24, bear 
out last month’s forecast that the total new 
life insurance purchased from all United 
States legal reserve companies during 1928 


HEATERS AND | 


Prices are un- | 





PAINTS AND OILS.—Normal,demand | 


at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.: 5 barrel lots, S0c. per gal. 

Linseed Oi!, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, S2c. pet 
gal. 

Denatured Alcohol. Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 
lb. lots, $6.75; 25 lb. lots, $3.40; 12+. 
Ib. lots, $1.75 

Shellac 4% Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 

| per gal. in barrel lots. 

| English Venetian Red.—In barrels, 
| 54c. per Ib,; in 100-lb. lots, 6%c. 
| per Ib. 

| i Dry Paste.—Barrel lots, 7'sec. pet 
| os 


| PYREX WARE.—The special casserole 
| deal is in good demand. Merchants are 
| using it to awaken customers’ interest 

in housewares. Prices are without re- 
| cent change. , 


| JOBBERS’ QUOTATIONS TO RE- 
|  TAILERS. F.0.B. CHICAGO: 
| Bread Pans.—No. 212, $7.20 
No. 214, $12 doz. 
New Handled Casseroles.—Round. 


doz.; 


| No. 622, $12 doz.; No. 623, $14 doz.; 
| Oval, No. 632, $12 doz.; No. 633, $14 
| doz.; Shallow Oval, No. 642, $12 doz.; 
| No. 643, $14 doz. 
| _Pie Plates.—No. 208, $6 per doz.; 
| No, 209, $7.20 per doz. 

Tea Pots.--2 cup, $21 doz.; 4 cup, 

$24 doz.; 6 cup, $28 doz. 


Utility Pans.—No. 231, $8 doz.: No 
232, $14 doz. 
Gift Sets.—No. 515, $3.43 per set. 


ROLLER SKATES.—Future orders de- 
note a large demand. Prices remain 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Union ‘Hardware, boys’, $1.40; 
Union Hardware, girls’, $1,50 
| ROPE.—Fiber prices justify higher 


costs on rope after March 1, particular- 
ly on manila. Sales are ahead of 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Best manila, standard brands, base, 


20c. per Ib.; No. 2 manila, 18c. per 
lb.; No. 1 sisal, 15c. per Ib.; No. 2 
sisal, 14¢c. per Ib, 


SASH CORD.—Improved demand at un- 
changed quotations. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
No. 7 standard brands, $8.15 
doz. hanks; No. &, $9.35 
hanks, Competitive grade, 
$7.70 per doz. hanks; No. 8, $8. 80 per 


doz. hanks. 
SAWS, CROSS CUT AND WOOD.— 


Business is good, as this is the best 
selling season. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth. 
$2.10 each; 5% ft. wide Lance tooth 
$4.35 each: 4 ft., one-man Champion 
tooth, $2.45 each. 


per 
doz. 


sum of $18,500,000,000. 
This is the largest amount of life insurance 
ever purchased in any one year, being $1,- 
| 365,000,000, or 8 per cent over the $17,135,- | 
| 000,000 of 1927, the previous high record. 
| The year 1928 was the seventh consecutive 
year showing an increase in the amount of 
new business over the previous year. As a 


would reach the 


result of this growth, the yearly new busi- 
ness has more than doubled in seven years. 
reaching this 


In high level, all 


new 
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Single bri ivced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 

| double braced frame, tuttle tooth 
| blade, $11.40 doz. 


SAWS, HAND.—Demand is normal 


and prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS. F.0.B. CHICAGO 


26 in., $29.50 doz.; 26 in., $33 doz.; 


26 in., $49.95 doz.; special, 26 in., 
| Competition, $6.60 doz. 
SCREEN WIRE AND POULTRY 


| NETTING.—Price cutting is less in 
| evidence than during the early weeks 
of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


12-mesh, painted screen cloth, $1.95 
| per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.: 


before poultry netting, 


cent discount. 


att nized 
50-10-5 per 
SCREWS.—No change in prices since 
| last fall. Orders are very good. 
JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.O.B. CHICAGO: 
| Flat bright screws, 47144 per 
} round head blued, 4244 per cent; 


1 


cent; 
flat 


| head brass, 40 per cent: round head 
| brass, 35 per cent. Larger orders, 10 
per cent less. 


| SOLDER AND BABBITT.—Market is 
| steady and unchanged, while order vol- 
| ume keeps about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 


Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 

STEEL SHEETS.—Price situation is 


steady and demand quiet. There is a 
steady fight against the new % of 1 
per cent cash discount, fostered by the 
manufacturers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

24. gage galvanized sheets, $4.65 
per 100 Ib.; 24 gage black sheets, $3.80 
per 100 Ib. 

| WINTER SPORTING 

| Jan. 1 the demand 

| larger than last season. 

changed. 

| JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

,.Skates.—Key clamp rocker, men’s 
and boys’, bright finish, 75c. pair; half 
key clamp rocker, women’s and girls’, 
cast steel polished runners, $1. 00 
pair; half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c 
pair; Union tybular ice skate outfits, 
$4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit: 
Nestor Johnson fiver outfits, nickel 
plated, $6.00 outfit; Strand _ skiis, 
edgegrain pipe, 4 ft., 60c. pair: S %t.. 
90c. pair; 6 ft., $1.30 pair; Strand 
skiis. mahogany finish, 4 ft.. 80c¢ 
pair; 5 ft.. $1.10 pair; 6 ft., $1.50 pair 

Sleds.-Flexible flyer sleds, 35 pe 
cent off list. 


GOODS.—Since 
has been much 
Prices are un- 





| branches of the business, ordinary, indus- 
trial and group, showed increases over 1927. 
The amount of ordinary insurance of all 
companies was $11,990,000,000, as compared 
| with $11,405,000,000, a gain of $585,000,000, 
or 5.1 per cent. The total of industrial was 
| $4,595,000,000, as against $4,464,000,000, a 

gain of $131,000,000, or 2.9 per cent. The 

group total was $1,915,000,000, against $1,- 

266,000,000, a gain of $649,000,000, or 51.3 
| per cent. 

















74 


HARDWARE AGE for FEBRUARY 14, 1929 





Further Gains Noted in New England— 
Retailer’s Ordering of Hardware Needs 


(Boston office of HARDWARE AGE) 


BOSTON, Feb. 12.—Today, not being a holiday in Massachusetts, 
and in New England in general, the retail hardware dealer is en- 
deavoring to push his over-the-counter sales while the country at 
large is observing Lincoln’s Birthday. This increasing sales busi- | 
ness has been a slow proposition since the turn of the year, yet it 


may be said that some progress has been made. 


The hardware 


trade, collectively, never appears prepared to meet the competition 
that comes from department and chain store special sales that close- 


ly follow Jan. 1. 
ware store. 


lic utility company sales of electrical appliances, 
public interest in retail hardware store merchandise. 


also detractors of 
The average 


FILES.—All things considered, files 
have sold well so far this year, but job- 
bers report nothing unusual about busi- 
ness. 


JOBBERS’ a, TO RE- 
TAILERS, F.O.B. BOSTON 

Files. —Nicholson line 50 per cent 
discount; other makes 60 and 10 per 
cent. 


| FISHING TACKLE.—The number of 


These sales take public attention from the hard- | 
This month we have the furniture sales and the pub- | 


furniture store today has stock that is the legitimate retail hard- | 


ware dealer’s. 


Because of the detraction from his store that might otherwise be | 
diverted to it, the retail hardware dealer is naturally cautious in 
purchases, and because he is so, business passing through jobbing 


houses is not as encouraging as it might be. 


A goodly percentage 


of the jobbing hardware business today concerns small picayune 
stuffs that require a lot of time and attention and little if any profit. 
There is an occasional large order for goods required in the future, 


but these are few and far between. 
the jobber and the retailer are making progress. 


Yet in the final analysis both 
With fhe closing 


of inventories and the payment, in part at least, of State taxes, 


things should begin to move a little faster. 


These two detriments 


should he out of the way this week. 


AUTOMOBILE ACCESS ORIES.— 
Tires and tubes are selling slowly. 
Many retail dealers are of the opinion 
that prices will be lower rather than 
higher. This feeling unquestionably ac- 
counts in part for the condition of 
trade. Jobbers say they have not been 
advised of prospective lower prices. 
Chains and anti-freeze compounds are 
in good request. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Tires.— Mansfield line, straight side, 
30 x 3% in., — each; 31 x 4 in., 
$11.10; 32 x 4 $11.80; 33 x 4 in., 


$12.40; 32 x in in., $15.55; 33 x 4% 
in., $16. 20; 34 x 4% in., $16.70; 33 x 5 
in., $21.15; 35 x 5 in., $22.70. Discount 


5 per cent. 

ires.— Mansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 x 4.50 in., $8.45; 30 x 5.00 in., 
$10.20; 31 x 5.00 in., $10.65. Discount 
5 per cent. 

Tires.—Mansfield line, balloon, six 
ply, 30 x 4.50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5.50 in., $15.65; 
35 x 6.00 in., $18.55. Discount 5 per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75 in., $9.90 per carton; 
31 x 5.00 in., $10.50; 30 x 5.25 in., 
$11.40; 29 x 5.50 re Sa 90; 30 x 5.50 
in.. $13.50; 30 x in., "$12; 31 x 
6.00 in., $13.20; 32° = 6.00 in., $13.80; 
33 x 6.50 in., $16. 50. Discount 10 per 
cent. In less than carton lots, 10c. 
per tube should be added to the list. 


| 
| 
| 





Prestone.—In % gallon containers, 


$3.80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


BARBED WIRE.—Jobbers report ad- 
ditional forward bookings for barbed 
wire, and say that retail contracting to 
date is just about on a pay with a year 
ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Barbed Wire.—From stock, two- 
ply, 80-rod reels, $3.44 per reel; four- 
v0int, 80-rod reels, $3.98. From mill, 
.o.b. Pittsburgh, four-point, 80-rod 
reels, in car lots, $3.21 per reel; in 
less than car lots, $%.43. Catch 
weight reels, in car lots, $3.40 per 
ewt.; in less than car lots, $3.65. 

Cable.—Barbless, f.o.b. mill, Pitts- 


burgh, in car lots, $2.48 per cwt.; in 
less than car lots, $2.65. 
CHIMNEY CLEANERS.—tThere is a 


moderate call for chimney cleaners, but 
the individual retailer is conservative 
in ordering. 


JOBBERS’ QUOTATIONS TO 
TAILERS, F.0O.B. BOSTON: 


RE- 


Chimney Cleaners.—Imp Soot De- 
stroyers, $4 per doz. packages, net. 
COAL HODS.—Coal hods are some- 


thing that sell every day. At the mo- 
ment there appears to be a larger de- 
mand for galvanized then for japanned 


kinds. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Coal Hods. —Galvanized, with wood 
No. 515, $4.44 per doz. net; 
; No. 517, $5.15; No. 518, 


6, $3.44 per doz. 


$5.63. Japanned, No. 











retailers interested in fishing tackle to 
be resold in the spring is gradually in- 
creasing, but buying is by no means 
active. 
JOBBERS’ pd TO RE- 
TAILERS, F.O.B. BOST 
Rods.—Steel bait, vim, Nise. each 
9% Sunnybrook, $1; bait casting, No. 
54, $1.56; Sunnybrook fly, No. BF, 
$1. 10; telescope, $1.65. 86, 8% ft., $1.65, 
t 


No. 96 

Reels.—No. 35, $3. 50 per doz net.; 
No. 175, $6; No. 150%, $10.50; pe. 
$18.75; No. 350, $26 


125, $12; No. 250, 
No. 500, $36. 

Rigged Lines.—No. 5, 40c. per doz. 
net; No. 7s ax’ $ aaOs 1000, $1.20; No. 
2000,, $1.7 od lines, No. 250 0, ’$2. 40 
per doz.; en 40, $4; No. 50, $6. 


LANTERNS.—One kind of driving lan- 
tern has been advanced $2 a dozen, a 
type of wall lantern has gone up about 
$7, and other kinds cost slightly more. 
Prices for the general run of oil lamps, 
however, remain as heretofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Lanterns. —Oil, Monarch, No. $8 
per doz. net; with ruby globe, $8. 15; 
Blizzard, No. 2, $13; D-Lite, $13; 
Little Wizard, $8.50. Mill lanterns, 
$27 in lots of three dozen; Beacon 
wall, $38.20; Driving, left hand, $19.50; 
roadster, wagon, left hand, $19.25; 
Gasoline, No. L327, $5.25 each net; 
No. L427, $6; poultry house lantern, 
$7.50. Hy-Lo, $7.50 per doz. net. 

Globes.—Blizzard, Fitzall, in less 


than five dozen and in five dozen 


lots: 
Less Five-Doz. 

Blizzard, locknob ....... $1.25 $1.10 
SPER Occ cass cataws 0 1.30 1.15 
eS eee er 3.25 3.00 
Little Wisard .....0.060. 1.15 1.00 
Junior Blizzard ........ .20 1.05 

Lanterns.—Electric, No. 10, two- 


cell, red, $1.65 each net; extra lenses, 
15c. each, net. 


RADIATOR SHIELDS.—Buying by re- 
tailers is in small numbers, yet the 
weekly aggregate turnover of stock by 
jobbing houses is about normal for this 
time of the winter. 


JOBBERS’ err rae, TO RE- 
TAILERS, F.O.B. BOST 
Radiator Shields. nr sg “adjustable 


No. 1, $4; No. 1-a, $4.50; No. 2, $4.5 

No. 3, $5; No. 4, $5; No. 5, $5.50; no 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 


and subject to dealers’ discount of 

per cent. These models with 
a humidifiers are $1 extra each, 
ist. 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


ROPE.—Jobbers intimate a change is 
coming shortly in the price of manila 
rope, but they are not prepared to say 
if values will be higher or lower. 
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SCREENS AND DOORS.—The rank 
and file of retail hardware dealers so 
far this year has been backward in an- 
ticipating screen and screen door re- 
quirements later in the year. The 
largest retailers, however, apparently 
have placed their orders with jobbers 
and manufacturers. 


JOBBERS’ tgs ened TO RE- 
TAILERS, F.0.B. BOSTON 


a Doors.—From stock. No. 241, 


2.6 x 6.8, $19 per doz. net; 2.8 x 6.8, 
yt 2'10 x 10. $20.94; 3.0 x 7.0, 
$21.88: No. 384, 2.6 x 6.8, $26.69; 2.8 
x és "$27.81; 2.10 x er; $29.06; 3.0 x 
7.0, $30. 13; No. 545G, x 6.8, $41.69; 
2.8 x 6.8, try 2.10 x 6.10, $44.88: 


0 = 7. 0, 

Factory Shipments.—Deduct 10 per 
cent from the above prices. Freight 
is allowed in the distribution of cars 
from factory. 


VEGETABLE BINS.—Certain retail- 


ers have been pushing vegetable bins 
and getting results, as is attested by a 
freer movement of goods out of jobbing 
houses. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
Bins.—Vegetable, standard 
$1.50 each net. 
WIRE CLOTH.—Forward bookings by 
jobbers of wire cloth orders are some- 
what behind those of a year ago. Job- 
bers, however, say that business is 
bound to materially improve later, as 
they understand that the retail carry- 
over last season was small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST 


Screen Wire Cloth. diel stock, 
in rolls of 100 lineal ft., black, 12- 
mesh, $2 net; 14-mesh, $2.50; 16-mesh, 
$2.85. From factory, 12-mesh, $1.85 
net; 14-mesh, $2.25; 16-mesh, $2.55. 


makes, 












Opal, and the like, from stock, 12- 
mesh, 2.40 net; 14-mesh, $2.85; 
16-mesh, $3.25. From. factory, 12- 
mesh, $2.10; 14-mesh, $2.55; 16-mesh, 
$2.85. 

Wire Cloth.—From stock, galvan- 
ized, standard grade, widths 24-in. 
to 48-in., inclusive, in rolls of 100 
lineal ft., prices net per unit: 

Me sh Net 
PRM Hide witden «wip enawemnaseeeees $4.20 
2% x ME yt:c ne huss ag ecunaxnaued 4.40 
EE las aka. Cano Kb caus «easel cee 4.45 
BOO few hed bie Sacandse saves saad 4.70 
Be ee o6 55k Seni bencae rewabac wes 4.70 
Bn Rea wart We Seeds e 6b be elon ate 4.95 
(o> SSP errr re eer rear 
Ok ee ee eee 
EURO ake 5.o: di, 4 ob tania aoatmares a weadalt 6.20 
Widths under 24-in., extra 
Widths over 48-in., 50c. " extra. 

In 50 ft. rolls, 10c. extra. 

Wire Cloth.—From_§ stock, pearl, 
standard grades, widths, 24-in. to 
48-in., in rolls of 100 lineal ft., reg- 
ular grade, 12 x 13, $4.25; 14-mesh, 
$4.75; 16-mesh, $5.25. Widths nar- 
rower than 24-in., 10c. extra; widths 
wider than 48-in., 50c. extra. 





Pittsburgh Reports Interest in Spring Lines 
Gradually Growing—Prices Unchanged 


PITTSBURGH, Feb. 12.—No appreciable gain in hardware business 
is reported by local jobbers, but general business is no quieter than 
it usually is in February, which ordinarily is one of the dull sales 
Interest in goods seasonal to the spring is 
gradually expanding, but in winter goods the demand for the most 
part is for rounding out broken lines. 
have lately been announced. An adjustment in automobile tire and 
tube prices announced by some makers does not make necessary any 
revision of prices of the lines carried by the hardware trade. 


months of the year. 


lections still are rather laggard. 


(Pittsburgh office of HARDWARE AGE) 


No interesting price changes 


Col- 





AUTOMOBILE ACCESSORIES.—Not 
much demand now for anti-freeze rad- 
iator liquids, but chains are doing fair- 
ly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $6.50 per carton; No. 2, 
$3.25: No. 3, $3. 

Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—No change has been made in prices 
of the tires and tubes sold through the 
hardware trade; these lines have been 
selling at prices that are in line with 
the revision quotations recently an- 
nounced by some manufacturers. 


BATTERIES.—There is a very steady 
demand for dry cell radio batteries, 
but sales individually and in the ag- 
gregate are smaller than they were be- 
fore house current radio sets came into 
more common use. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
Se RA ere $2.22 $2.06 
SS | Meee ee 3.20 2.97 
POL. EE | oeaheeeexkewae 2.06 1.92 
Pe Te oni ata Wawnnass 3.00 2.80 
SE SEE, new kt ieoudaree's 1.32 1.14 
ren -42 .39 
a ee ey 1.05 97 
Sete ME eacee re pet oles 1.40 1.30 
De ONE 6 eckacvaswades 1.40 1.30 
A SE se 2.06 1.92 
PU GOR Sdaseucbederes 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6%4c. each; 
No. 950, 61%4c.; No. 790, 13c.; No. 705, 


19%c.; No. 750, 13%c.; No. 791, 18c. 
om Shot.—No, 1461, $1.67; No. 1661, 


BOLTS, NUTS AND RIVETS.—De- 
mand continues steady rather than ac- 
tive, with prices holding firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Inquiries 


styles, 60 per cent off 


are more numerous than they have been 
and with the advent of favorable build- 


ing weather sales are expected to in- 
crease. Prices still are very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique Rana less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9. 60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 


4 in., $12.60. 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass, 


inside, $17 per doz.;: 
per set; steel, 
front door, $1.65 


DOOR MATS.—Demand is seasonally 
good and is aided by the fact that there 
has been much snow and rain. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


front door, $2.50 
inside, $5.25 per doz.; 


Cocoa, $8 to $15 per doz. according 
to size; wire, 15% x 23% in., $1 each; 
18 x 30 in., $1.50; 22 x 36 in., $2.15; 
35 x 48 in., $3.33. 


ELECTRIC DRILLS.—Demand for this 
line is very constant. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


No. 141, $24 each; No. 142, $32: 
No. 122, $48; No. 562, $35.20; No. 382, 
$41.60. 

FERTILIZER.—Sales are _ gradually 





increasing as retailers stock up against 
spring demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Old Gardner, cases of 24 1-lb. car- 


tons, $2; 48 1-lb. cartons, $8; 10 5-lb. 
bags, $3.20; 5 10-lb. bags, $2.75; 2 
25-lb. bags, $2.25; 50-Ib. sacks, $2 
each: 100-lb. sacks, $3.50 each. 
FILES.—The demand for files’ is 


steady. Jobbers quote retailers, f.o.b. 
Pittsburgh, Disston files at 50 and 10 
per cent off list, and Nicholson and 











Black Diamond 50 per cent off list. 
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PAINT BRUSHES.—Demand for paint 
and varnishes is expanding with the 
approach of spring and the opening of 
the painting season. Brush varieties 
are too numerous to quote. 


PAINTING SUPPLIES.—Current de- 
mands are light, but shipments against 
advance spring orders are fairly heavy. 
Turpentine is slightly lower, but prices 
otherwise are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 50 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 
in barrel lots. 


POULTRY RAISING SUPPLIES.— 
Seasonal expansion in demand is re- 
ported. 


JOBBERS’ eT Brea TO RE- 
TAILERS, F.O.B. ey pgerocor yng 


Iincubators.—No. 1, $21 each: _ 
2, $24.50; No. 3, $32.55; my 1 $38 

No. 16E, $15.75; No. 17E, $21; i 
prices net. 


Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. afte. $15.75; No. 80, 
$12.25; No. 81, $12.95; No. 101, $18.55; 
No. 102, $22. 50; bi prices net. 

Fountains, Etc.—Fountains, ae. Pg 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2. 10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per ge. ft.; in 50-ft. rolls, 12%c. per 
sq. ft. 


SASH WEIGHTS.—Fair demand only 
is reported as yet. Jobbers quote to 
retailers, f.o.b. Pittsburgh, $42 per net 
ton. 


SKATES.—Fair demand is reported for 





ice skates, but only a moderate interest 


yet is observed in roller skates. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Roller Skates. — Union Hardware 
y a eee ber pair; No. 3, 
10, $1.05; No. 6, 5; 
Winslow line, No. 38% $1.50; No. "38, 
$1.60; No. 38, Sabor tire, $2. 50 per 
pair. 
Ice Skates.—Winslow line, No. 2110, 


65c. per I el same L. S., $1.12; No. 
2120, $1.20. Same L. S., $1.50; No. 
2140, $2.20; same L. S., $2.50. 


WEATHER STRIPPING.—Winter de- 
mands appear to have been pretty well 
satisfied. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Meta-Felt, % in., $19.50 per 1000 
ae in., $26 per 1000 ft.; cushion, 
all felt, No. 18, $2.40 ~? is ft.; No. 
19, $2.85 per 100 ft.; $3.25 per 
100 ft. 


hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per carton of one 
door set. 


WINDOW VENTILATORS.—tThere is 
still some call for ventilators, but it is 
less urgent and for smaller lots than 
a short time ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Continental, metal frame, No. 833, 
$4.75; No. 845, $5.20; 
; No. 1145, $6.30; No. 
1437, $7. 30; No. 1445, $8.10. Prices are 
per doz. , net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; ie. V949, $6.10; No. V959. 
$6.75; No. V1537 $5. 85; No. 1549, $7.80. 
Prices are per doz., net. 

Diamond metal frame, No. 01, 


Burfo, 


“No. He '$8:40. Prices are 


per doz., ne 
dsenoehae, 


wood frame, sheet 


No. 831, No. 


$4.50. 
Wurldsbest.—All metal, No. 2, $2.50 
each; No. 3, $3; No. 4, $3.50; No. 5A, 
$4; No. 6A, $4.75; No. 6B, $5; all list, 
subject to dealers’ discount’ of 33% 
per cent. 


WIRE PRODUCTS.—Sales of fence 
and fence supplies are steadily grow- 
ing. Nails are doing fairly well, but 
the interest feature is that all jobbers 
are holding firmly to $3, base, per keg, 
for shipments from stock. 

JOBBERS’ QUOTATIONS TO RE- 


$2.75 per doz.; 


TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 
per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage........ $3.00 $3.45 
SS errr 3.05 3.50 
RS | ear ee 3.10 3.55 
RE ee ee 3.15 3.65 
| eee Pere eer 3.80 
ere re 3.35 4.00 
ee BR Seer 3.55 4.30 
ee er ee 3.75 4.55 
Barbed wire (per 80-rod spool): 
ON rere $2.97 
De EE i evta seus sweunessase 3.18 
Mb vhncsuewhs anes keene 3.43 
reer 3.17 
2-point cattle (special) ......... 2.25 
— Woven Wire Fence, per 100 
8: 
DEED -Nedbt oteweskebavashaberes $39.80 
REED. eisbvcdh sks-ad cnegehatanin 55.8 
MEE: nh <o605s wheneag Ss ob stew 27.70 
ee ere te rae ge 37.00 
Ee ree - 35.80 
a eee rr renee 49.20 
Poultry and rabbit (No. 14% gage): 
No. 1635 . $36.50 
No. 1948 44.00 
No. 2158 49.50 
Smaller mesh 
No. 1736 $37.00 
No. 2048 44.50 
No. 2360 52.00 
No. 72 60.00 





26 
Steel Fence Posts: 
Galvanized Painted 


Tubular Angle Steel 
OS Say ere S0c.each ......... 
tee ahs, staeeonaeae 55c. Bae ao each 





Atlanta Jobbers Report Steady Gain in Past 
Two Weeks—No ‘Price Changes 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., Feb. 5.—Local jobbers report a steady gain in 


business for the last two weeks. 


Optimism continues to be preva- 


lent and a good spring business is expected in this territory. Farm- 
ing tools continue to show activity and are moving in good volume 


at this time. 


No recent price changes have been reported and collections are 


only fair. 





AXES.—Still moving well regardless of 
the lateness of the season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Single bit, first quality, unhandled, 
$14.75 per doz.; first quality, handled, 
$19.25 per doz.; single bit, second 


quality, unhandled, $13.10 per doz.; 
single bit, second quality, handled, 
$16.50 base. 


BACK BANDS.—Back bands and web- 
bing are in good demand and are mov- 
ing in nice volume. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz. 
No. 79 hook back bands, 5 in.. $3.75 
No. 122 hook back bands, 5 in.. 3.75 
No. R19 hook back bands ...... .00 
Humane back bands ........... 4.50 
Big Six back bands ........... 6.00 

Back Band Webbing 
Per 100 Ft. 





BATTERIES —Business has shown a 
steady increase and prices remain firm. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 485, $2.06; No. 486, $2.97; No. 
722, $1.92; No. 770, $2.80; No. 768, 
$1.14; No. 774, 39 cents; No. 763, 97 
cents; No. 766, $1.30; No. 779, $1.30; 
No. 767, $1.92; No. 762, $1.79. 

No. 6 dry cells, ignition type, unit 
packages, 32% cents each. 

Flashlight, No. 935, 6% cents each; 
No. 50, 6% cents; No. 790, 13 cents: 
No. 705, 19% cents; No. 750, 13% 
cents; No. 791, 13 cents. 
an Shot, No. 1461, $1.67; No. 1661, 

37. 


BOLTS, NUTS AND RIVETS.—Busi- 
ness is very good. Prices are the 
same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. Stove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag 
bolts 60 per cent. Rivets, large, $4 
base per 100 Ib. Small wagon rivets 
at 60 per cent. 


CLOCKS (WESTCLOX).—Demand for 
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clocks is only fair. Stocks are com- 


plete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Each 
Bs eee 1.03 
Bie BOM PII nce ccscccdeseces 2.24 
Big Ben Luminus .............. 3.10 
Baby Ben Plain ........c0s-e 2.24 
Baby Ben Luminus ........... 3.10 
Wee Teer PIM 2. ccc. cccce 1.76 
Ben Hur Luminus ............ 2.46 
Se ere ete ere 1.25 
DE Glave Wes Bee cb ececcege 1.75 
REET COT ERE PETER ELE LL 1.40 
Fe es Te ree eee 2.15 
Pocket Ben Watches .......... 1.03 
eee 1.55 


CORRUGATED ROOFING.—Sales in- 
dicate only a fair demand. Jobbers’ 
stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 
COTTON COLLARS.—Moving good. 
Stocks are full. 
JOBBERS’ QUOTATIONS TO RE- | 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
EE or ee re ee $12.00 
REE HES. Sn wodccieessesvanes 8.50 
Samson ..... 13.75 
Pre ys ree 7.50 





FREEZERS.—A little early in the sea- 
son now, but stocks are full and not 
moving much. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA. GA.: 
Frost Kin Steel n+ qt., 
$3.30; 2 at., 33.85; 3 qt., $4.60° 4 at., 


a “at 10; EP $9.20: 10 at.. 
12 28: 1 $13.75; 16 qt., $19.20: 
20 at., $24. 


Snow > 
$4.00; 2 qt., 
6.85; 6 qt., 


Steel Frame.—1 at., 
$4.65; 3 qt., $5.55; 4 qt., 
e. 60; 8 qt., $11.10; 10 qt., 
14.85; 12 b. $17.80; 16 qt., $21.10; 
20 qt., $27. 


White Mountain —1 gt $4. Sb 2 at., 
$5.65; 3 qt., $6.75; 4 $38.2 6 at.. 
$10.45; 8 at., $13.50;" i “a "$18.00: 

gt. $21. 86; 15 P ae $25.60; 20 qt., 

333. 0; a » $42. 

Arctic A ate aed t., 
$4.60; 3 qt., $5.55; 4 qt., 
$8.60; 10 qt., $14.80; 12 qt., 
15 qt., $23.30; 20 qt., $30.00. 


HOES.—Demand has been heavy re- 
cently and jobbers have been compelled 
to rebuild stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. ATLANTA, GA.: 


$4.00; 2 qt., 
$6.80; 6 qt., 
$16.65; 


Light cotton hoes first quality. 
In. Per Doz. 
als G Aksicko dks een ea Sey een $6.60 
0 ARERE S eey  nrre re 6.90 
WE hao seen ucevsceiecsaseeccesy 7.62 
Te ee ee 7.98 
ee ees Ee rere 8.22 
Regular cotton hoes first quality. 
, AREAS SA Nr rc tari 82 
ENED... sav Gid-vits Sieneuies oe oaly ves 7.22 
Sete rr 7.98 
RUE oa geo ces a cieokeraeewamaae 8.22 
Be Co ey waa syns teense ere 8.58 
Black land hoes first quality 
RSE EAS eS ree eee 7.20 
PN a8 ass oad was one veweee eases 7.50 
EPEC OR er Parte are ree 7.70 
ME iG Sie Ek Naw FkGs kG oae eeesa wane 8.58 
AE ee oe ARs pe ee poe 9.00 
Short shank hoes first womens’ s 
I lig iP cciteencath 64h tbarace esos o 22 
PEER Aer ee errr rs 7.98 
SY Mis NGE Dh cide i's Maree Wiese eee X,22 
| Serer Cerrer eee 8.58 


HOE HANDLES.—Demand 
Stocks are full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

5 ft. G. N. hoe handles plain, $2.00 
per doz.; 5 ft. G. N. hoe handles 
with ferrules, $2.40 per doz. 


is good. 





ROPE.—Business 
main the same. 


SAWS.—Sales 
mand. 


STOVES.—Business 
provement. 


Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

W. B. Boy Dixie plows, $3.75 each; 
WB Farmers Friends, $4.67; WB Lit- 
tle Giant, $4.67; Georgia Cracker 
garden, $3.33; plain spring tooth cul- 
tivators, $5.25; Little Joe harrows, 
$4.42; |0-tooth drag harrows, $21.35; 
60-tooth, $24.60; 39-tooth weeders, 
$13.75; 7-knife stalk cutters, $52.40; 
9-knife, $52.95; ow Law cotton 
planters, $6.25; chain guano distribu- 
tors, $8.00; Knocker guano, $8.00; 
Georgia stocks, % in. ft., $2.33; 5-16 
in., $2.38; 3-8 in., $2. 48; Universal 
stocks, bent foot, $2.53; welded foot, 


$2.68 
Georgia stock handles No. 1, $8. 00 
extra long No. 1, 


per dozen; 
rough straight plow handles, Hrs 
feet long, $3.62 per single dozen. 


is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton.—Cotton rope is quoted at 
28c. to 36c. per pound. 

Manila.—% and larger, 25c. per Ib.; 
5s, 26c. per lb.; %, 27c. per lb.; %, 
28c. per Ib.; 5-16, 29c. per lb.; %, 
29c. per Ib. 


indicate 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 

eer oa cross cut saws.—No. 13, 

5% , $6; No. 13, 6 ft., $7; No. 324, 

5% ft.’ $6; No. 324, 6 ft., $7; No. 22, 
t 


, $7: No. 325, 6% 
325, "a ft., $9.20; No. 
No. 0214, 6 ft... 
$3.45; No. 200, 5% ft., $4.50; No. 200, 
6 ft., $4.90. 

“Atkins’ cross cut saw.—No. 5, 
5 ft., $5.40; No. 5, 5% ft., $6; No. 6, 6 
ft., $7; No. 5, 6% oh. $8.10;' No. 4, 5 
t.. 5.40; No. 4, 5% ‘tt., $6; No. 4, 6 

0 


No. 8, Bie t 
has 


No. 12, 6 ft., $7; - $6. 


lee 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$19.25 each list; 3 burner, $25 each 
list; 4 burner, $32 each list; 5 burner, 
$43.25 each list. 

High shelves for above, 2 burner, 
$5.90 each list; 3 burner, $7.50 each 
list; 4 burner, $9.10 each list; 5 burn- 
er, $11.25 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys, complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
per cent discount. 

Perfection.—Oil range, white por- 
celain with built-in oven—No. 339 
with 5 Superfex burners, $143; No. 
; No. 169 Range, black and 
Stoves—No. 74, 4 burn- 
a No. 73, $24.25; No. 72, 

.50. 


Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31; No. 
43, 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline).— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 


Prices re- 


increased de- 


im- 


PLOW GOODS.—Moving in good vol- | 
ume. | 








Plain Smooth Wire 


Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 


Perfection. — Portable kerosene- 
burning room heaters, No. 1686 
green porcelain, Pyrex globe, $17; 


No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, Perfection.—No. 211, 1 burn- 
er, plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 
drop door, $6.70. 

Puritan.—No. 42G, 2 burner, glass 


drop door, $5.75; No. 42, 2 burner, 
steel drop door, $5.50. 
Dealers’ discounts on Perfection 


and Puritan ovens the same as on 
Perfection stoves. 

Heaters, Cast iron.—Hot blast, No. 
12, low, $11.35 each; No. 14 $12.10; 
No. 12, regular, $12.65; No. 14, $15 
No. 16, $7.60; No. 18, $20. 

Box heaters for wood, 18 in. sotee, 
$3.75 each; 22 in., $5.35; 25 in., $6.0 
28 in., $7.15; 30 in., $8.15; 34 = 
$10.50; 36 in., $11.70. 

Common coal heaters, No. 44, $3.70 
each; No. 55, $4.45; No. 66, $5.25; No. 
77, $6.35. 

Big Joe heaters, extra heavy sec- 
tion, No. 31, $14.15 each; No. 3 
$18.10 each. 

Heaters, sheet 
$1.35 each; 20 in., 


lined, 
$4.25. 


iron, 
$1.75 


A in., 
24 in., 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Smith Multi.—29 ga., 5 in., $12.25 
per 100 yd.; 6 in., $13 per 100 yd.; 7 
in., $15 per 100 yd.; 7 x 6, $16 per 
100 yd. 

Elbows.—One piece 
n., $1.35; 5% in., $1.49; 
7 in., $2. 


oe 5 
6 in., $1.50; 


TRACE CHAINS.—This commodity 
moving well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per 100 
oo OS Ee ee $62.50 
WM ho WHS rasp ecwed sis d Rae dieeee's 69.40 
i 2 a ree rer 71.25 
CN eres ere oe ee 83.60 
PE Sie s.020lo da wa welasinewee cs 87.75 
oso citi cvs «0 bea moeeecaice 148.00 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Black 


| STOVE PIPE.—Season is late, but de- 
mand is still good. 


Ss 


= 


WIRE PRODUCTS.—This line is show- 
ing activity, especially poultry netting. 
Prices remain unchanged. 


Galvanized 


Gage Per 100 Ib. Per 100 Ib. 
ROO si<0hc5 ote we $3.50 $4.00 
Mahe Da ae Aid seed 3.55 4.05 
BEG Seicctaexe sce eee 3.60 4.10 
Dire tir t aden Kees 3.65 4.15 
ira a aare. aro assis oa wad 3.90 4.45 
MWY ey cen eirae ores taba 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.70; 
4-point heavy hog, $3.95. 

Woven Wire Fence. — Per 
roll, 726-14, $5.25; 832-12, $6; 
$7.85; 1446-12%, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T” galvanized, 
5 ft., 55¢e. each; formed painted, 35c. 
each; “T’’ galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; ‘‘T’’ 
galvanized, 7% ft., 70c. each; formed 
painted, 50 c. each; “T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 


20-rod 
939-11, 
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Staple Hardware Lines Moving Fairly Well 
Cincinnati Reports. Prices Are Firm 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Feb. 12—The winter weather of the past week has 
proved both a boon and a hindrance to the hardware jobbing busi- 


ness in this district. 


The heaviest snow in eleven years and the 


coldest days in four years brought out a good demand for anti- 


freeze solutions, automobile heaters, tire chains, 
Booking of spring orders, on the 


and radio tubes and batteries. 


sleds, ice skates, 


other hand, has lagged and is not likely to become more active until 


the bad weather breaks. 


The volume of business of local jobbers since Jan. 1 has fallen 
slightly behind that in the same period of 1928. Orders for staple 


commodities have been fair. 


The price situation is regarded generally as firm. 


There has 


been a slight change in turpentine and also in linseed oil, but other- 


wise quotations are undisturbed. 


In the builders’ hardware line, 


inside sets have been advanced by manufacturers, but jobbers will 
not change their schedules for from 30 to 60 days. 
Retail trade in this district has been fair, and improvement is 


expected before the end of this 
moderately satisfactory. 


month. The credit situation is 





ANTI-FREEZE SOLUTIONS. — Sales 
this winter have exceeded those of last 
winter by a comfortable margin. The 
cold weather of the past week brought 
out a good fill-in demand from the re- 
tail trade. Prices are firm and un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Alcohol Glycerine.—In 1 gal. cans, 
$1. 31 per gal., or $14 per doz. gal.; in 
5 gal. cans, $1. 24 per gal.; for one to 
three cans, $1.10 per ot for three 
to five cans, $1.07 per ; for six or 
more cans; in 50 gal. wt 75c. per 
gal. for from one to four drums, 92c. 
per gal. for five drums or more. 

Eveready Prestone.—1% gal. cans, 
$3.08 per gal., or $3.60 per gal. in 
cases of 4 cans; 1 gal. cans, $3.80 per 
gal., or $3.60 in cases of 6 cans; % 
gal. cans, $3.80 per gal. in cases of 
12 cans. 

ivo.—In 3% gal. 
drums, and in 55 gal. 


per gal. 

Alcohol.—In 1 to 4 drums, 65c. per 
gal.; in 5 to 9 drum lots, 63c. per gal.; 
in 10 drum lots or over, 6lc. per 


cans, in 30 gal. 
drums, $1.80 


gal. 

Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 

Alcohol in 1 gal. cans, 89c. per gal.; 
in case lots of 10 cans each, 87c. per 
gal.; in 5 case lots, 85c. per gal. 


AUTOMOBILE ACCESSORIES.—Cold 
weather and snow have resulted in good 
sales of chains and heaters. Orders 
for tires and tubes, however, have been 
only fair. There has been no change in 
quotations. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Balloon Cord Casings 


High Medium Low 

Grade rade Grade 
eee $11.25 $7.60 $6.10 
a eer 12.15 8.4 6.75 
ere 13.30 9.85 AR 
Dy eee ee 13.80 10.20 8.40 
oS! ee. 16.15 12.25 10.10 
BRE cakvsesn 19.05 14.30 11.80 
SED sccccase 19.60 14.70 12.10 





‘High Pressure Cords 





ee eee ese re 4.80 

BEEMBOR 3% s3u08 6.0 10.10 7.15 5.75 

Oo eer eae 11.25 9.30 

eae 14.15 11.75 9.70 

ESS <sicaeves 20.00 15.60 12.85 
Balloon Inner Tubes 

High Medium 

Grade rade 

eee $1.50 $1.29 

SREO soe sbdvaccus 1.60 1.40 

eee 1.75 1.52 

SD vesvasbecs sca 1.80 1.56 

Ft eee 2.05 1.84 

OS rene ee 2.40 2.16 

a Be ere eae 2.50 2.30 
High Pressure Tubes 

SSR aes eee hams 0.90 

30x31, awe 1.05 

I 1.60 1.41 

1.70 1.49 

1.80 1.56 

Note.—The above prices are sub- 


ject to additional discounts on spring 
orders. 


BOLTS AND NUTS.—In this line 
there has been no change of conse- 
quence. Dealers are taking normal 
shipments for this time of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts. 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
oo and tap nuts, 60 per cent off 
ist. 


BUILDERS’ HARDWARE.—Business 
has fallen off somewhat since the first 
of the month, mostly on account of bad 
weather. The outlook for spring trade 
is favorable. Manufacturers have ad- 
vanced prices of inside sets, but local 
jobbers are not likely to change their 
schedules for from 30 to 60 days. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. CINCINNATI: 








Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets is case lots, $4.50 per doz. 


Butts.—3% in. old copper and dull 
brass butts, 1744c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


FLASHLIGHT BATTERIES.—Demand 
has held up well in the past two weeks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, Ze 
each; 3 cell tubular battery, 19 
— small or large monocells, 6 .. 
eac 


GASOLINE LAMPS.—Fill-in orders 
have been of moderate volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Gasoline lamp, No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern, No. 220, $5.95 each: 
No. 228, $6.30 each; gasoline lamps, 
No. C329, $5.50 each; No. P329,° $12 
each; No. B3 29, $6. 15 each; ne 
lantern, No. L327, $4.70 each 


GALVANIZED SPRINKLERS. — The 
schedule of prices for the spring sea- 
son is given below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz. ; '. a sprinkling pots, $7.10 per 
doz.; at. sprinkling pots, $7.90 
per eae ; 12 qt. sprinkling pots, $9.00 
per doz. 


HOES.—Orders for spring have scarce- 
ly begun to come in in sizable quanti- 
ties, although trade should attain good 
proportions. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


First grade -true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton Sag in 6 in. 
size, $7. 4 per doz.; 6% in., $7.68 per 
doz.; 7 $8.40 per doz. 

Black Tinise hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 

ICE SKATES.—The heaviest snow in 
eleven years plus the lowest tempera- 
ture in four years had the effect of 
stimulating sales of ice skates for a 


short period. 


NAILS.—Movement of common wire 
nails is somewhat slow, but prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 


Common wire nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 
HEATERS.—This line of commodities 
has been active in the past few weeks, 
and sales in rural districts have been 
especially good. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Oil Ranges.—Perfection in white 
porcelain with built-in ovens, No. 339, 
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with 5 Superfex burners, $140; No. 
279, $120; Puritan, with white por- 
St with built-in oven, No. 249, 


Oil Stoves.—No. 74, Perfection, 4 
burners, $29.50; No. 73, Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25: No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will 
= paid, according to volume of busi- 

Ss. 


Gasoline Pressure Gas Stoves.— 
Puritan, No. 714, 4 burners, $38: No. 
113, $33; No. 703, 3 burners, $126.50: 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.75; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves, 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 

Oil Heaters.—Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 

Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner 
$18.50 each list: 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

_High shelves for above, 2 burner 
$5.50 each list; 3 burner, $7 each list! 


4 burner, $8.60 each list: 5 ner 
$10.50 each list. ssikeillgipianin 

Nesco Rockweave wicks, .$3 per 
doz list; chimneys Prin Mang $2.50 


each list; glass tank i 
$1.40 each list. S with valves, 


Nesco stoves and repairs take 331 
and 5 per cent discount. ; . 


PAINT SUPPLIES.—Linseed oil has 
gone up 2%c. a gallon, while turpen- 
tine has declined 1c. a gallon. House 
paints are moving slowly on account of 
the winter weather. The outlook for 
spring trade is encouraging. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80%c. per gal.; turpentine, in 2 barrel 
lots, 67c. per gal.; white and red lead 
in 500 lb. kegs, 13%4c. per Ib., less 10 
per cent. 


RADIO BATTERIES. — Demand has 
been fairly well sustained, and dealers 
in the rural districts are carrying lib- 
eral stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 
Net price Net price 


each, less each, in 


Stock No. unit pkg. unit pkg. 


Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 1.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 .35 
A batteries, No. 6 40 , .85% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 


ages of 50. 





RADIO TUBES.—Sales of tubes have 
been excellent. The cold weather has 
helped radio reception and therefore 
radio accessories are more active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
MX199 general purpose tubes, $2.25 


each; MV199 several purpose tubes, 
$2.25 each; MX201A general purpose 


tubes, $1.50 each; MX201B general 
purpose tubes, $2.50 each; MX200A 


detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.75 each; MX171A power 


amplifiers, $2.75 each; MxX280 full 
wave rectifiers, $4.25 each: MX281 
half wave rectifiers, $7.50 each; 


MX226 amplifiers, $2.25 each: MY227 
detectors, $4 each. 


RAKES.—Prices for the spring trade 
are quoted below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

True-tempered grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.: 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROLLER SKATES.—Jobbers are hav- 
ing somewhat slow sales of this com- 
modity. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Retail deal- 
ers are beginning to place spring or- 
ders for roofing material. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.—Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; red and green slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25¢c. per gal.: in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%c.; in 5 Ib. cans, 9\4c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 


cans, 8c. per Ib. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 


box, 84c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 74%4c. per Ib. 


ROPE.—There has been no alteration 
of prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ocean manila rope, 21%c. per Ib.; 
sisal rope, 13%4c. per Ib. 


SANITARY PRODUCTS.—tThere has 
been a well-balanced demand from the 
retail trade, which is finding it profit- 
able to carry good stocks. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Desolvo special pipe cleaner, 10 oz. 


size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. De- 


solvo, triple strength, 16 0z. size, case 
of 2 dozen cans, $4 per doz.:; half 
gross lots, $3.75 per doz.; in gross 
lots, $3.50 per doz. Desolvo, triple 
strength, in 2 lb. cans, case of 1 
doz. cans, $7 per doz.; and gress 
lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 








$2.15 per doz.; gross lots, 


doz. cans, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 


$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 
size, $2.60 per doz.; bowl cleaner, 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; window cleaner, 6 


OZ. 


99 


oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 
doz. 


Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 


Economy plumber, drain pipe 
cleaner, $2 per doz. 1 lb. cans. Same 
in 2 Ib. cans, $3.90 per doz. The 1 Ib. 
size is packed 1, 2 and 3 doz. toa 
carton. The 2 Ib. size is packed in 
1 and 2 doz. cartons. 


SLEDS.—For the first time in sev- 


eral years retailers and jobbers have 
been able to move a fair stock of sleds. 
SCREWS.—Business in this line 1s 
normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Flat head bright screws, 60 and 5 
off list: flat head blue screws, 50 and 
10 off list; round head blued screws, 
50, 10 and 5 off list; round head brass 


screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 
SCREEN DOORS AND WINDOW 


SCREENS.—Quotations to the spring 
trade are published below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281. 2 
ft. 6 in. x 6 ft. 8 in.. $19.10 per doz. : 


No. 314, 2 ft. 6 in. x 6 ft. 8 in., $25.75 


per doz.; No. 355, 2 ft. 6 in. x 6 ft. & 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in.. 
$32.95 per doz. 

Window Screens.—No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.: 
No. 2437, $5.40 per doz.: No. 3037. 
$6.90 per doz.; Ne. 3637, $8 per doz. 


VENTILATORS.—There has been a 
fairly steady call for ventilators. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Continental ventilators, wooden 


type, No. 923, $3.65; No. 937, $4; No 
949, $5.50; No. 959, $6.05; No. 1537. 
$5.25; No. 1149, $7.10, and No. 836, 
$3.35, all prices per doz. 


Continental ventilators. metal type. 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 
type, No. 01, $4.40: No. 02, $4.80; No. 





03, $5.60: No. 1, $5.20; No. 2, $5.60: 
No. 3, $6.40; No. 4, $7.60; and No. 5, 
$8.40. All Diamond E prices are per 
doz. 

Wurldbest, list prices, No, 2, $2.50 
each; No. 3, $3 each: No. 4, $3.50 
each; No. 5A. $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer's dis- 


count of 33'% per cent. 
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Market Week and Auto Show Bring 
Trade to Twin Cities Jobbers 


(Minneapolis office of HARDWARE AGB) | PYREX OVENWARE.—Sales show a 

















MINNEAPOLIS, Feb. 13.—The results of the Market Week and | good volume in ovenware, with prices 
Northwest Auto Show of last week seem to be quite satisfactory to | firm. 
: : s48 : JOBBERS’ QUOTATIONS TO RE- 
the jobbers of the Twin Cities, in the way of sales and prospects TAILERS, F.0.B. TWIN CITIES: 
for the opening of spring business. In hardware lines another di- No. 623 casseroles, $1.17; No. 643 
2 ot oe . casseroles, $1.17; No. 634 casseroles, 
rect contact with the dealers is anticipated at the Minnesota Retail $1.33; No. 33 arene, pans, 0c.; ny 
. ° ° pie plates c pie pilates 
Hardware convention, which is scheduled for next week. More 60c.; No. 231 peu ty dishes, 6c. No. 
. - a8 t - 3 
than a thousand dealers are expected in the Twin Cities for that ie. Gel Gulccinker tain Te aaa eat 
event. REGISERS. — Demand is improving 
Prices are particularly stable, showing no changes from those | slightly, with no change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
quoted a week ago. TAILERS, F.O.B, TWIN CITIES: 
Cast iron registers, 20 per cent 
pon —— registers, 40 per 
AXES.—Demand continues with Standard 10 qt. galvanized pails at : 
salontethion se cine $2.55; 12 at., 32.70; 14 at, $3; 18 at, | REGISTER AND RADIATOR 
” StOCK palls. qt. ; Stand- ry ry F4 
JOBBERY QUOTATIONS TO RE- ard galvanised tui, No. 1, $7: No. SHIELDS.—Call for this line is steady, 
TAILERS, F.0.B. TWIN CITIES: 2, diay No. Bis ae sti e on: and stocks are ample. Prices are firm. 
Single bi zed tubs, No. ° 
axes, 415 to. $16.50; double bit, $20 to No. 8, $15.25 doz., net. TAILERS, F.0.8) TWIN CITIES! 
$21.50; single bit, handled, ° $19.60; oLAss AND PUTTY.—Sales are nor- Register shields, Gem, No. 1, floor 
BOLTS.—D di d ith mal, with stocks ample for the call. pref 2; Rng > ype. $10: aan 
ony sietindiaae take a 4 without | prices have not changed. type, $5. -20. Prices are net f° dealers 
. Prices are : : per dozen. No. 1 an 0. 2 are 
unchanged. TAILERS, F.0-B. TWIN CITIES: prong <a pla eal 
JOBBERS’ QUOTATIONS TO RE- Single and double strength A grade Ratiater shields, Gem, rete. 
TAILERS, F.O.8. TWIN CITIES: glass Minnesota prices, 83 per cent No. 1, 0. l-a, $4.50; $4.50; 
Carriage and machine bolts, 60 per from lists; strictly Pa wg in 50 No. 3, 3! No. 4, $5; No. Ay “$5. 750° No. 
cent, a bolts, 75 per cent and lag lb. steel drums, $4.85 cwt., ne $ $6; No. > 6; % 1$6:50; No. “4 
scr . es r 
— oe Se ee ee NAILS.—Deliveries are light at pres- and subject te ‘Geainew discount of 30 
BUILDING PAPER.—Market is firm,| ©" Prices show no changes. Somigthere are ¢i extn come ket 
e ’ st. 
i hi BBERS’ QUOTATIONS TO RE- : ‘ ‘ 
with call still light. TAILERS, F.0.8. TWIN CITIES: ROPE.—Demand is fair, with stocks 
JOBBERS’ QUOTATIONS TO RE- Standard wire nails and cement well filled for this time of year. Prices 
TAILERS, F.0.B. TWIN CITIES: coated wire nails in 100-lb. kegs, $3.20 hav t ch 7) 
song? rosin sized paper. all weights. per keg, base. ave not changed. 
2. ewt., an arre elt paper, JOBBERS’ QUOTATIONS TO RE- 
$2.55 cwt., net. OIL STOVES AND HEATERS.—/  TaAiLeRs, F.0.8. TWIN CITIES: 
CHAIN.—Sales show a fair volume in| Heater sales are leading in this line, oan a reer, 22c., and ggg Fn 
this line, with prices unchanged. with prospects = for ag business 7-16 2- 12ic,i best grade sisal rope, 
. : j i are c ase, 
JOBBERS’ QUOTATIONS TO RE- with the coming of spring. /rices 
TAILERS, F.0.B. TWIN CITIES: firm. SANDPAPER.—Sales show a steady 
x 10 BL I Kix da bik ede Pooed ook JOBBERS’ QUOTATIONS TO RE- call, though volume is rather light at 
chain, M4 in. $12.60; % ‘in., $9.40; % ge Soe cir cach; | Present. Prices have not changed. 
n ; n., $9.65 cwt., net. 0. 5 esco 0 . 
: 23.50 each; No. 213, with No. JOBBERS’ QUOTATIONS TO RE- 
EAVES TROUGH, CONDUCTOR PIPE| N93 78018 "$30.60 cach, less 43% and 5 TAILERS, F.0.B. TWIN CITIES: 
. e i s ’ . I, . 
AND ELBOWS.—Dealers are ordering porcelain Ructootion of ranges. © No. per box of 75 sheets; second grade, 
for spring delivery. 339, Superfilex burners, $140: No. No. 1, 67c. per box of 75 sheets; gar- 
JOBBERS’ QUOTATIONS TO RE- 279, $120: wtgven, Fe. ‘4 Ears net No. 1, $16.75 per ream, net. 
: 29:50; No. 73, 0. 
TAILERS, foe, TWIN cries: | Bini i fangts, wie’ prcatis. | SASH WEIGHTS. — Call for sash 
gle bead, galvanized, in crates, $5.25; with built-in ovens, No. 249, $122: weights is still light, with prices un- 
6 in., $6.40; conductor pipe, 3 in., in stoves, No. 44, 4 burners, $29.50; No. changed. 
crates, not nested, $5.10; 4 in., $7.15 43, 3 ‘burners, $23.50; No. 42, $18. 
er 199 ft.; conductor elbows 3 in. Puritan pressure-gas G asoline) ‘white JOBBERS’ QUOTATIONS TO RE- 
$1.73 and 4 in., $2.88 per doz met: porcelain range with built-in ovens, TAILERS, F.O TWIN CITIES: 
as nar, mae ‘ No. 759, $128; stoves, No. 714, 4 burn- Cast iron a weights, regular 
FIELD FENCE.—Future orders are ers, ep °. via, $33; No. 703, 3 burn- sizes, $2.10 cwt., net. 
: ers, . st. ‘ 
being taken for fence. Prices are firm. Perfection a. No. 211, 1 burner. SCREWS.—Stocks are being filled for 
JOBBERS’ QUOTATIONS TO RE- plain door, .50; No. , glass : 7 
TAILERS, F.0.B. TWIN CITIES: door, $2.70; No.’ 122G, 2 burners, future business. Present sales are nor 
Field fence, 9 ga., top and bottom, = swing door, $8.20. Puritan, No. mal. Prices are unchanged. 
11 ga. int diate, 26 in. high, $39.69 urners, glass drop door 
cel Ab Yate mat, with etnar telakte $5.50; No. 42, 2 burners, steel drop via eae Cann nee” 
in proportion. door, $5.25 list. Flat head bright wood 50-5 
P ° ‘ : Perfection and Puritan oil stove = Al : + y screws, 50- 
FILES.—Demand is fair, with retail wicks, $3.75 doz.; $45 gross, list. SS ae be doen, 37% 
stocks being rounded out for the open- Perfection oil heaters, No. | 1686, cents Foe Bead. aaekiel panied, Ee 
- ; ‘ green porcelain. Pyrex globe, $16.50; ss it: ft amen y nicke e ted, 
ing of spring trade. Prices are un- No. 1526, black japan, Pyrex globe. Ht Aguorn Bye 3 coe or ew See. 
changed. $9.75; No. 1530, japanned. an 
JOBBERS’ QUOTATIONS TO RE ome ay i. 2 oe,08 li Owith nk ek 
. drum and trimmings, st w _ ‘ canes 
TAILERS, F.0.B. TWIN CITIES: discounts as follows: Dealers’ dis- SKATES.—Demand is beginning to 
‘ Nicholson files, 50 per cent and job- comnts on net purchases of less than taper off for the end of the season. 
ers brands, 60-10 per cent from lists. 5 per cent; on all net pur- Prices have not changed 
chases including and following $100 . 
GALVANIZED WARE.—Sales show a qualifying order, 33% per cent, on JOBBERS’ QUOTATIONS TO RE- 
fair demand with prices unchanged. all purchases amounting to $250 or TAILERS, F.O.B. TWIN CITIES: 
J more during the calendar year, an- Ice skatés, No. 1624, men’s, 84c.; 
JOBBERS’ QUOTATIONS TO RE- nual bonuses will be paid according No. 324% $1.19; No. 92%, $3.31; No. 
TAILERS, F.O.B. TWIN CITIES: to the volume of business. 3.13: we 5%, 84c.; ladies’ skates, 
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624%, $1.24; No. 294%. $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 


num finish, $6.75; 

pair, net. 
SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—Stocks have been moving 
rapidly the past few weeks, and the de- 
mand seems to continue. Dealers are 
ordering cautiously. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Snow shovels, steel blades, straight 
handle, $4.15; steel blade, D handle, 
$4.65; galvanized, steel blade, D 
handle, 15% x 17, $10; same 16 x 21, 
$10.65, and Koehler’s 7-in. blade side- 
walk scrapers, $3.96 doz., net. 


SOLDER.—Deliveries are rather light 
at present. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Strictly half and half solder, 33c.; 
and warranted half and half solder, 
34c. lb., in 100-lb. boxes. 
STEEL SHEETS.—Sales are rather 
light at present, with good prospects for 
spring business. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 
cwt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.); 
Armco galvanized iron (24 ga.), $6.65 
cwt., net. 


STOVE PIPE ELBOWS AND DAM- 
PERS.—Demand shows a gradual de- 
cline, with stocks being graded down. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, $1.27; adjustable charcoal 


nickel finish, $7.75 





iron, 6 in. elbows, $2 doz.: cast iron, 
wood handle dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. | 


STOVE BOARDS.—Demand is shading | 
off, with stocks being diminished. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Crystallized stove boards, 28 x 
$16; 30 x 30, $18.60; and 36 x 
$25.95 doz., net. 


STOVE SHOVELS.—Call 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Stove shovels, japanned, 14% in., 
50c.; Jumbo, ae 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz., net. 

TIN.—Deliveries at present are light, 
with excellent prospects for spring 
business. Prices are steady as quoted. 


| 
JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. TWIN CITIES: | 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $15.50 box, net. 


WEATHER STRIP.—This has been an 
excellent year for sales in weather 
strip and call is still good. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Weather strip, wood and felt, % 
in., $2.10; % in., $3; in., $4.20; 
Wirfs full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Demand 
is very good, with stocks well filled. 
The weather conditions are exception- 
ally good for this line. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 


28, 
36, 





is steady, 











New Line of Medicine Cabinets 


The Corcoran Manufacturing Co., Nor- 
wood, Cincinnati, Ohio, has announced a 
new line of bathroom cabinets which are 
said to introduce an entirely new concep- 
tion of design and construction. 

The basis of this improvement has been, 
first of all, a new type of construction 
which forms the cabinet from one piece 
of steel. By this method of construction 








these cabinets have no welded joints nor 
any dirt or dust collecting cracks and 
seams. The one-piece construction, it is 
said, sets up a barrier through which no 








wall moisture can enter to cause rust or 
corrosion. Another feature claimed for 
Corcoran one-piece cabinets is their per- 
fect harmony with modern bathroom 
equipment. This is achieved through the 
gently rounded corners, which correspond 
to the rounded corners of all other bath- 
room equipment. 

The new line of Corcoran cabinets, 
shown in the new catalog just issued by 
Corcoran, consists of a great number of 
different models in Venetian Mirror de- 
sign and also a special line of Regular 
Insert style cabinets. In both the Vene- 
tian Mirror and the Insert style cabinets 
the one-piece construction has been em- 
ployed. 


An Improved Force Pump 


An improved type of force pump is 
manufactured by Scott Pump Co., 645 
Atlantic Ave., Rochester, N. Y. The 
Scott “Pressure Force Pump” is operated 
by being connected to either a hot or cold 
water faucet. The cup is pressed down 
over the drain, where it is held by suc- 
tion. The force of the water running 
through the cup is said to remove any 
substance which may have become lodged 
in the pipe. 

The pressure of the water dissolves the 
substance into liquid form, and after be- 
ing removed from trap by continual force 
of water, it is completely removed from 
all piping to sewer connection. 





No. 1137, $5.50; No. 1145, 
1437, $7.30; No. 1445, $8.10. 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
V1537, $5.85; No. 1549, 
Prices are per dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 


$6.30; No. 
Prices are 


1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen, net. 

No. 01, $3.60; No. 1B, $4.40. 


Wurldbest, List Prices, No. 2, $2.50 


each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6a, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer's dis- 
count of 33% per cent. 


WIRE.—Dealers are ordering for later 
delivery. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 ewt., and No. 9 smooth black 
wire, $3.20 cwt. 


WRENCHES.—Demand is fair, with 
stocks being filled for the coming sea- 
son. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 
Snap-on Wrenches, — Radio 
electrical sets in metal cases, 
No. 101, Master Service Set, 
No. 202, Heavy Duty Set, 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 
Crescent, 6 in., $5.64; $6.96; 
and 10 in., $8.64 doz., 


and 


8 in., 
net. 


The rubber is made to withstand scald- 
ing water. This product is equipped to 
be attached to threaded faucets, but can 








be used on the plain, oval or combina- 
tion faucets by attaching a Scott faucet 
adaptor. 


Damaging Evidence 


Pat was arrested for being intoxicated. 
On being brought before the judge he was 
asked by the court what he was there for. 

Pat: “Your Honor, I was arrested for 
being intoxicated.” 


Judge: “Pat, where did you buy the 
liquor?” 
“Pat: “Your Honor, I did not buy it. 


A Scotchman gave it to me.” 
Judge: 


“Thirty days for perjury.” 
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ANNOUNCING 
THE NEW REMINGTON 





Repeating 
SHOTGUN 


MODEL 
29 


The New Remington Repeating 
Shotgun Model 29 in 12 Gauge 
Only 


Outstanding features: 


Positive ejection 
Bottom ejection 
Cross-bolt safety 


Permanently adjusted 
trigger pull 


Smooth action 
New style stock 


Checkered stock and fore- 
end 


12 Gauge 
5 Shots 
Standard grade, 


Price $49.30 


Manufacturers of Arms, Ammunition, 
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In keeping with the traditional policy of constantly 
modernizing its products, Remington now offers its 
latest contribution to the sportsmen of the world, 
the Model 29 Remington 12 Gauge Repeating Shot- 
gun. 


It is with natural and justifiable pride that we 
present this latest example of the gunsmith’s art, 
for it combines both beauty and utility in its sturdy 
frame. Its lines are symmetrical, the balance per- 
fect, and mechanically it operates smoothly and 
surely, 


This new creation of the Remington factory engi- 
neers has withstood successfully the rigid and ex- 
haustive tests which every product of Remington 
must endure before it is offered to the consumer. 


We offer this new model to the trade with the con- 
fident assurance that it will sell on sight; and to 
anticipate delays in delivery, which may occur as 
the result of the big demand for this new gun, we 
suggest that the dealer place his order with his 
jobber immediately. 


The new gun may be obtained in all the various 
grades, in either 26, 28, 30 or 32 inch barrels— 
full choke, modified choke or cylinder bore. 


Following are the principal features of the new 
Model 29, that every jobber’s salesman and retailer 
should know. 


1. COIL SPRINGS ARE USED THROUGHOUT. 
These eliminate entirely the possibility of breakage 
which is liable to ocenr with flat springs. 


2. POSITIVE EJECTION by means of an extractor 
in the bottom of the breech block, and an ejection 
lug on each side of the receiver. 


3. BOTTOM EJECTION makes gun equally suitable 
for either a right or left handed shooter. Top and 
sides of receiver form a solid wall of forged steel 
as added protection to the shooter’s face. No open- 
ings to catch foreign substances or to mar the smooth 
unbroken lines of the gun. Empty shell and smoke 
disappear beneath the gun, nothing to interfere 
with the shooter’s vision on quick succeeding shots. 


4. BARREL EASILY ASSEMBLED TO RECEIVER, 
WHETHER GUN IS COCKED OR NOT. 


5. NEW CROSS BOLT SAFETY that is absolutely 
positive and cannot easily be put “off” or “on” 
accidentally. It is conveniently located in rear of 
trigger guard for quick operation, even with gloves 
in cold weather. 


6. AN EXTRA MAGAZINE AND FORE-END ARE 
NOT REQUIRED WITH AN EXTRA BARREL. 
These parts may be readily interchanged from one 
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barrel to another without the use of any tools what- 
ever. This means considerable saving to the man 
who buys a new, or extra barrel. 


7. AN IMPORTANT SAFETY FEATURE—A loaded 
shell can be removed from the chamber and the 
action closed without the necessity of unloading the 
magazine. 


8. PERMANENT ADJUSTMENT OF ‘TRIGGER 
PULL. When once adjusted it remains fixed and 
does not develop any “creep” or “drag.” 


9. SINGLE LOADING FOR TRAP SHOOTING 
easily accomplished without the possibility of jam- 
ming the action. 


10. A LOADED SHELL CAN BE EJECTED FROM 
CHAMBER freely without “hanging” or jamming 
the action. 


11. SMOOTH ACTION—does not catch or stick 
when the fore-end is twisted. 


12. NEW STYLE STOCK—properly shaped pistol 
grip which gives adequate support to the hand and 
contributes greatly to the handling qualities of the 
gun. Each side of the comb is grooved, giving the 
stock a very neat appearance. 


13. CHECKERED STOCK AND FORE-END. The 
checkering is done by hand. It is neat and cor- 
rectly designed to give the best possible grip or 
“feel.” It adds greatly to the appearance of the 


gun. 


14. BUTTON ON RIGHT SIDE OF RECEIVER 
IMMEDIATELY INDICATES WHETHER GUN IS 
COCKED. When the button protrudes, the gun is 
cocked. When it is flush with receiver, it is not 
cocked. 


15. PROPERLY HEAT TREATED ADJUSTMENT 
BUSHING prevents barrel from shooting loose. 


16. MAGAZINE EASILY UNLOADED. Shells may 
be removed, one at a time, from magazine without 
being worked through the action. 


17. IF DESIRED, THE BARREL CAN BE CLEANED 
FROM MUZZLE WITHOUT DISMOUNTING AND 
WITHOUT THE DANGER OF DAMAGING ANY 
PART OF THE MECHANISM. It is good practice, 
however, to clean the barrel of any gun from the 
breech end. 


President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Cutlery and Cash Registers 
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WASHINGTON NEWS LETTER 


Kelly-Capper Bill May Go Before Present Congress—Domestic 
Commerce Division Checking Up on Retail Credit Survey 


(Washington Bureau of HARDWARE AGE) 

The preliminary report of the Federal 
Trade Commission on resale price mainte- 
nance is held by proponents of the Kelly- 
Capper price standardization bill to con- 
tain much material that requires remedial 
action. With this in mind, Representative 
Kelly of Pennsylvania, one of the authors 
of the measure, told HArpwAre Ace that 
efforts are being made to get the bill re- 
ported to the House at the present ses- 
sion of Congress and placed on the calen- 
dar for consideration at the regular ses- 
sion beginning in December. It is realized 
that it is too late to take other action on 
the bill at the present session, which ex- 
pires on March 4, and that it would be 
given no consideration at the special ses- 
sion to be called for April to take up farm 
relief and tariff revision legislation. But 
if the bill can be placed on the calendar 
at the present session it will make it un- 
necessary to reintroduce it at the regular 
session. Mr. Kelly said that the House 
Committee on Interstate and Foreign Com- 
merce, which previously received a favor- 
able report on the bill from a subcom- 
mittee, is favorable to reporting it to the 
House at the present session in order to 
get it on the calendar. The procedure 
then would be to get a special rule for an 
early vote at the session beginning in 
December. Mr. Kelly still is of the opin- 
ion that the bill can be passed by Congress 
once it reaches the floors of the House and 
the Senate, though there are some mem- 
bers who do not share his view. 

That part of the Federal Trade Com- 
mission’s report based on tabulation of 
1990 replies from consumers is being given 
particular study by Mr. Kelly. The con- 
sumers voted strongly against legislation 
permitting resale price legislation. Farm- 
ers especially were vigorously opposed to 
it, eight out of ten being against it. Mr. 
Kelly is of the opinion that this is due 
to a lack of understanding of the purpose 
of the bill, which, he said, would aid all 
consumers, just as it would be helpful to 
manufacturers, wholesalers, and retailers 
who favor the legislation, except that sec- 
tion of the latter group made up of chain 
and department stores. 





Considerable significance is attached to 
the announcement of the Federal Trade 
Commission that it has reconsidered and 
rescinded its action of June 29, 1928, in 
receiving a rule of the trade practice 
conference of the millwork industry re- 
garding “distribution of price lists.” The 


belief prevails that the Commission felt 
that it was skating on thin ice, even 
though it merely received the rule by 
which the industry gave approval to the 
practice of distributing and circulating to 

















By L. W. MOFFETT 


the entire industry current price lists and 
all notices of advance or decline in prices 
made by any individual distributer or 
manufacturer, either by the individual dis- 
tributer or manufacturer or by the asso- 
ciation or group he may be identified with. 

It will be recalled that the Supreme 
Court of the United States in the Cement 
and Maple Flooring decisions held that 
trade associations are within the law in 
gathering and disseminating information 
regarding prices as to past transactions. 
The implication was that it would be il- 
legal to distribute such information when 
it related to current prices. The rule re- 
scinded by the Commission, it will be ob- 
served, concerns current prices, and ap- 
parently the Commission came to the con- 
clusion that it might be charged with giv- 
ing tacit approval to what might be con- 
sidered contrary to the Supreme Court 
decisions. The rule, however, was received, 
and neither approved nor disapproved by 
the Commission, which is its policy as to 
all such rules which come under the second 
of the two groups of rules included in 
trade practice submittals. 

Its action evidently means that the Com- 
mission will in the future not even re- 
ceive rules which concern current prices. 
It is interesting to observe that the Com- 
mission’s vote came so shortly upon the 
appointment of C. W. March of Minne- 
sota as a member of the Commission, suc- 
ceeding Abram F. Myers, resigned. There 
are some who think that his attitude has 
changed the position of the Commission 
on group two of trade practice confer- 
ences, which has been a source of warm 
contention within the Comniission. Here- 
tofore the vote stood three to two in favor 
of the group two rules as they were pro- 
mulgated. Commissioners Humphrey and 
Ferguson opposed that part of the rules 
which provides that the Commission can 
proceed against members of any industry 
engaging in trade practice conferences 
who “clandestinely” violate the rules. 
The two Commissioners have always in- 
sisted the rules could not be enforced. If 
Commissioner March has joined forces 
with Commissioners Humphrey and Fer- 
guson, the group two rules may be changed. 





Follow-up letters are being sent to re- 
tailers who have failed to return question- 
naires distributed in the retail credit sur- 
vey being conducted by the Domestic 
Commerce Division, Department of Com- 
merce. The questionnaires, it has been 
pointed out, practically sell themselves to 
the retailers by including questions in the 
answers to which, for business generally, 
the individual retailer is keenly interested. 
Excellent cooperation has been received 
from retailers throughout the country who 





| have filled in the schedules with great care 
| and in the detail requested. 

The study of credit problems from the 
consumer’s standpoint, which will be taken 
up after the completion of the retailer 
part of the survey, will attempt to ascer- 
tain to what extent the incomes of dif- 
ferent wage and salary and occupational 
groups are mortgaged ahead. It is hoped 
to determine the extent to which con- 
sumers in various parts of the country 
are hopelessly in debt and cannot reason- 
ably be expected to meet their credit obli- 
gations. Expenses are to be classified for 
different salary groups and different occu- 
pations. It is recognized that consumers 
cannot be expected to sign questionnaires 
giving such intimate information, but it is 
hoped that, through women’s clubs and 
large organizations, many replies may be 
obtained. 


That there are more than 600 private 
and public agencies working to solve the 
marketing problems facing American busi- 
ness men, and ready to take up any new 
problem which the changing distribution 
system may present, is revealed in a de- 
tailed report on market research activities 
in the United States released by the De- 
partment of Commerce. Agencies engaged 
in market research, as listed in the report, 
“Market Research Agencies,” include peri- 
odicals, universities, banks, newspapers, 
advertising agencies, trade associations, 
and some fifty governmental bodies. The 
greatest interest is evidenced in the study 
of retailing, as shown by the fact that 165 
agencies are listed as making studies on 
this subject alone. Chain-store merchan- 
dising, cooperative marketing, group buy- 
ing, and the mail-order business have re- 
ceived increased attention. The products 
which have been subjected to this scien- 
tific analysis cover a remarkably varied 
field, ranging from airplanes to fountain 
pens, and from electrical appliances to 
canned goods. An innovation of this third 
annual edition is a section on publishers 
of trade directories, of whom 79 are given 
in addition to 22 publishers of books bear- 
ing on market research. A more intensive 
consideration has been given to the mar- 
keting of producers’ goods and sale of 
services. The report covers all problems 
relating to the transfer and sale of goods 
and services between the producer and con- 
sumer; relationships and adustments be- 
tween production and consumption; prep- 
aration of commodities for sale and their 
physical distribution; wholesale and retail 
merchandising and the various financial 
problems concerned in distribution. 
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What is Service? 


You may know the answer so far as you are 
concerned. So far as we are concerned we 
know what the right answer is; and that’s 
what we do. 


Richards-Wilcox is primarily a service or- 
ganization. We begin by making the highest 
grade door-hardware. We have within easy 
reach of every important point in the United 
States and Canada a staff of trained engi- 
neers, ready to give service on all door-way 
problems; they’re often serious problems. 


These engineers study your requirements and 
give you unbiased opinions. They know 


every door-way, from the one-car garage to 
the largest industrial doorway. They advise 
Richards- Wilcox hardware for doors because 
they know it’s best; if they didn’t know that 
they'd tell us so, and we'd improve ic. 


We're able to deliver such service because 
we're the largest and the only makers of 
door-hardware that will efficiently handle 
every door-way requirement. With us door- 
ways are the first order of business. 


Doors—in a building—are the only part of 
it that has to work; the rest of the building 
stands still. 


Don’t experiment with doorway equipment. We’ve made 
all the experiments; we know. Our service is free. Write 
or call our nearest office. 


Richards-Wilcox Mfs. (. 


AURORA, ILLINOIS, U.S.A. " 


New York Boston Philadelphia 


Cleveland 
Chicago Minneapolis KansesCity Los Angeles 
Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. - 


Cincinnati Indianapolis St.Louis New Orleans 
Francisco Omaha Seattle Detroit. 


San 
Winnipeg 
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Order ‘SHERSCHEL”’ 
Lawn Mowers NOW 


OUR 
makes 


square “construction” 

HERSCHEL lawn 
mowers stay square and rigid. 
Four square “dealing’’ makes 
HERSCHEL dealers come back year 
after year. 


Over 50 styles and sizes to meet 
your every need. Each model has 


special features that conquer com- 
petition and bring quicker, easier 
profits. 


Self-adjusting ball bearings—extra 
large pinions with positive throw 
pawls—easily accessible cutter bar 
adjusting screws—self sharpening, 
due to perfect adjustment—manga- 
nese steel reel blades and crucible 
tool steel cutter bar blades insure 
lasting keenness—oil pockets lubri- 
cate oil bearings. 


Time now to place your orders— 
be prepared for the early calls. If 
you haven't your copy of the 
HERSCHEL catalog handy, illus- 
trating in colors and describing 
HERSCHEL lawn mowers, drop us 
a card today. 


R. Herschel Mfg. Co. 
Peoria Illinois 


Branches: Omaha, Nebr.—Minneapolis, Minn. 








“Good equipment makes a good 
gardener better” 


Putnam & Co., 2 St., New York. 













~ 


15 Styles From Which 
to Choose 

















The Reading Lamp 


(Continued from page 49) 


Mr. Roberts himself is from the State of Iowa. He 
is a dirt farmer, and he owns a farm of a thousand 
acres, at this time, in the State of Iowa. Being both a 
farmer and a banker, Mr. Roberts should be in a posi- 
tion to know what he is talking about, and after read- 
ing this address, I am inclined to believe he does know. 

* * * 

Another address by this same authority is on the 
present credit situation. This address was delivered be- 
fore the Fifth Conference of the National Association 
of Finance Companies, held in New York City on Nov. 
20, 1928. Every well informed man today is wondering 
what is going to happen if the brokers continue to bor- 
row more and more money. Is this a healthy condition ’ 
Some of us have been wondering for some time past, 
when the bubble is going to burst and who is going to 
be hurt when the bubble does burst. Some of us have 
had the feeling for some time past that the Wall Street 
balloon is inflated almost to the bursting point. But with 
most of us these feelings are simply impressions and 
impulses. We do not know the facts upon which we 
base our feelings. 

If you will write to the National City Bank, 55 Wall 
Street, New York City, for this pamphlet, ““The Credit 
Situation” by George E. Roberts, I am sure you will 
gather a good deal of information on this subject. 

Mr. Roberts, as a banker, of course, is very conserva- 
tive in his utterances. All bankers, when they speak, 
are conservative. A banker with large deposits in his 
bank is not inclined to be a radical. However, reading 
between the lines, one can imagine that Mr. Roberts 
is not altogether happy over the present credit situation. 

In conclusion, he does not say much. He reminds me 
of the story that is told about Mr. and Mrs. Coolidge. 
Mr. Coolidge went to church alone. When he returned, 
Mrs. Coolidge inquired, “Calvin, what was the sermon 
about?” “Sin,” was the monosyllabic reply. ‘Well, 
Calvin, what did the preacher say about sin?” “He was 
against it,” remarked Mr. Coolidge. 

So I gather from this pamphlet by this distinguished 
banker that he is rather “against” the present credit 
situation, and that like some of us who are not so well 
posted, he is expecting some of these days for something 
to pop. 


Lure the Sports Buyer 
(Continued from page 56) 


The football window did not sell merchandise, for it 
appeared too late in the season. Nevertheless it did gain 
prestige for our store. Students, professors and towns- 
people stopped to look—to admire gridiron heroes of 
past seasons. “Homecoming” was uppermost in their 
minds, therefore, this was a timely window. It brought 
us new friends. The athletic officials at the local school 
loaned us the pictures. Through this display they came 
to know us better and we came to know them better. 
If we follow up with more displays and personal calls 
next season who do you suppose is going to get the 
school business ? 

The old saying, “You get out of it just what you put 
into it,” goes for selling sporting goods. 

Are you making as much money on the selling of this 
line as you should be? 
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One Thousand Dealers Visit Buhl 


(Continued from page 59) 


cially those for spring trade. The method in which the 
goods were displayed was emphasized to the dealers as 
being the most attractive way for retailers to display 
goods in their stores. Window display experts had ar- 
ranged ten model window displays. These attracted a 
good deal of attention and many retail salesmen were 
seen making notes of these displays, evidently planning 
to alter their display methods. 

Another educational feature which added to the value 
of this hardware display was the presence of factory 
representatives who demonstrated their products. The 
exhibition opened at 8 in the morning and closed at mid- 
night. Dealers could come when most convenient and 
stay as long as desired. Executives of the Buhl com- 
pany received many enthusiastic comments from the 
dealers and salesmen who had been through the floor. 
They said they liked the hardware displayed, the in- 
structive model window displays, the opportunity to see 
the new merchandise and the excellent spirit shown by 
the Buhl organization in opening its building for the re- 
tailers. Due to the very favorable reaction to the “open 
house,” Buhl Sons Co. plan to hold similar exhibits as a 
regular feature for the spring and fall trade. 


In Connecticut or Calgary 
(Continued from page 69) 


week and if merchandised as well as this one, sales 
results justify the cost. 

The ad announces January sales and special savings. 
The combination of stocks represented is especially well 
chosen covering many seasonal lines and at price ranges 
representative of attractive values. Study of this ad will 
disclose the fact that this store features items that draw 
people into the store where purchases of other goods run 
up daily volume. A good idea, too, for it is sales on non- 
advertised lines that cut down advertising cost. 

Cuts are skilfully used, another good point. They 
help the copy and break up the space into eye-catching 
areas. 

If the black in the main head had been Ben Dayed the 
general effect would have been improved. 





An Advance Showing of Spring 
Styles 


(Continued from page 52) 


baby. If they do not see any toy displays, they will not 
even think of toys, and the result is that the merchant 
has lost a sale. 

“Displays which appeal to boys and girls of the ‘teen’ 
age bring~direct sales,” says Mr. Greene. “Many of 
these boys and girls have part-time jobs or allowances 
and like to buy toys. These young people often come 
into the store to buy playthings with their own money, 
which shows that a merchant should make a bid for this 
trade.” 

Mr. Greene has found that association of window dis- 
plays with public events is an excellent attention winner. 
Washington’s birthday, Fourth of July, important school 
events, anything that is important in the conversation 
of the people who visit his store is considered as an 
attention getter in a window display. 
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’ Olive 
ae Knuckle 
Hinge 
7 ‘ion hue ss econ 
gs < { gh-priced sel- 


/ dom-used hinges. It has been -“Ameri- 
_canized” by Rixson for practical applica- 
tion in hospitals, hotels, apartment houses, 

and residences. 


“ 
~ J In sand blasted finish it can easily be painted 
te to match interior 
a trim. Made in Mal- 
leable Iron, Brass, 
Bronze Metal, and 


(specially) in 
White Metal. 
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RIXSON - 
4 
Friction # 
Stay id 
4 
We Fi 

Six friction surfaces one y, 
inch in diameter in this stay 
hold doors, hinged  in- 7 
swinging windows and 
transoms, wherever they Each Rixson 
are left. Perfectly sim- Builders’ Hardware 
ple construction. P ree _ ee — 
r : pe 1ed by leading architects 
Easily applied. - until its use is thoroughly 


Permits open- / 
ing full 180° 
when trim 

will so per- 7 


standardized. Write for de- 
tailed information on the arti- 
cles above and those listed below. 


mit. / THEOSCARC.RIXSON 
, / COMPANY 
Y 4450 Carroll Ave., Chicago, II. 
ee New York Address: 101 Park Ave., N. Y. C. 

















Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 

Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 
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Idaho Dealers Convene at Boise 


people, not time keepers. Greater sales 
will make up for narrow margins and 
we must develop the sale of specialties 
that can carry a profit.” 

C. S. Graybill of Nampa talked on 
“Record of Clerk’s Sales” and Neil F. 
Boyle, Blackfoot, discussed the duties 
and training of sales people. “Delivery 


brought out the fact that if a dealer 
handles heavy hardware items he is ex- 
pected to deliver. Dealers with a de- 
livery service were said to be apt to 
secure more sales than if they had no 
delivery service. 

“A Definite Credit Policy” was ably 
handled by N. P. Minster of Parma, 
who claimed that most dealers are too 
liberal with credits. ‘On large cash 
sales,” said Mr. Minster, “‘we allow 5 
per cent discount. We are trying hard 
to train our farmers away from the 
yearly account habit.”” Mr. Sheets sum- 
marized this session, saying that tele- 
phone selling is a good idea and that 
each conversation should be about one 
item with the idea of informing the 
customer, rather than trying directly to 
make a sale. 

On Wednesday evening, the execu- 





(Continued from page 62) 


tive session was devoted to implement | 


questions taken from the résumé of pro- 


| ceedings of the 29th annual convention 
of the National Federation of Imple- | 
| ment Dealers Associations. 


Transpor- 
tation charges. trading evils, manufac- 
turers’ 


“Planning for Profit” was the theme 
for the Thursday morning session The 
first speaker was M. C. Baldridge, who 
in discussing “Competitive Selling” re- 
ferred to chains, auto competition, in- 
stallment selling and drug store compe- 
tition. “We are probably over-awed by 
these things,” said the speaker; “we 
think they will sink us and we are yell- 
ing for a life preserver. We really 
ought to be swimming through.” 

Roy White talked on “Special At- 
tention to High Quality Lines” and 
quoted figures to show that 18 per cent 
of retail trade wants best quality mer- 
chandise; 40 per cent takes the average 
run of goods; 28 per cent wants stand- 
ard goods and 14 per cent are bargain 
hunters. Other speakers at this session 
were Francis Jones and George M. 
Gray, a past National president. In the 
course of his talk Mr. Gray said, “The 


| 


hardware business was very primitive 
forty years ago. Small package goods 
were unknown in many lines. Now we 
must have many varieties of everv- 


| thing we need so that we can make our 


| own personal choice. 
suggested lists and dealer dis- | 
| counts were thoroughly discussed. 
Scheludes,” by A. G. Sims of Caldwell | 





Yet, the tran- 
sition from those crude conditions to 
modern style customers and _ con- 
venience has been the parent of strong 
competition, intensive selling and high 
distribution costs. 

“Tt is essential that we know, in our 
business the relation between purchases, 
sales and expenses. It is wise to use 
the N. R. H. A. business control forms 
or any other effective method of keep- 
ing track of where your money goes. 
Get rid of your old style show cases 
and put in display tables that will sell 
goods. Have nerve to put into prac- 
tice the good ideas you have received 
here and don’t forget to take part in 
the community, religious and civic af- 
fairs wherever you may be. We must 
first think; then plan and then act.” 

Mr. Sheets made the final summary. 
in which he told of the changing cus- 
toms, how they had been developed and 
what was to be expected in the future. 
“Get more merchandise out within sight 





Can the Hardware Dealer 
Sell These Tools ? 





YES! Because Body 

ause of the growing demand 
doing such work, for high qualit 
YES! Because Fairmount Drop Forg 
ES! Because many 
Fairmount Tools with success. 


Write for descriptive li literature or 
r’s 


Ask Your J 


and Fender service, 
many small hand Saote, is becoming increasingly widespread. 
Y among mechanics, 
well designed tools. 

Tools are popular 
among mechanics for their practical quality and utility. 

hardware dealers are now handling 








ALL oa 












For near! 
Alligator g 





which requires 


4 





Apprentice Kit No. 625 
Retails for $8.50 
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twenty years, the name 
teel Belt Lacing has meant 
—extreme strength; serviceability; 
easy, rapid application. It has meant 
a simple, smooth, separable jets, 
protection of belt pee 9p 

grip of steel; uniformity of steel used and 
of finished product. Every point desir- 
able. Genuine Alligator Steel Belt Lacing has them all. 
Order through your Jobber. Sole Manufacturers. 


FLEXIBLE STEEL LACING CO. 


In England at 135 Finsbury Pavement. London, E. C. 2 
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4616 Lexington St., Chicago 
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and touch of customers,’ urged this 
speaker. 

On Thursday afternoon the com- 
mittee on resolutions, composed of Roy 
White, Henry Sims and L. E. Salla- 
day, brought in several resolutions that 
were immediately adopted. Francis 
Jones, on behalf of the nominating com- 
mittee, brought in the following report : 
President, M. Claire Baldridge, Parma; 
vice-president, Claude Bistline, Poca- 
tello, secretary-treasurer; E. E. Lucas, 
Spokane, Wash. For directors to serve 
two years—H. E. Meyer, Nampa, and 
R. L. Culley, Rupert. The report was 
unanimously adopted and the officers 
elected. Hon. H. C. Baldridge, Gov- 
ernor of Idaho, always a feature at 
Idaho conventions, was the next 
speaker on the program. Governor 





Baldridge is an implement dealer and 
in his inspirational address he made a 
final summing-up of all the Henry 
Brown discussion. He said, in part: 
“We are all Henry Browns. This is 
a period of keen competition and close 
margins. Henry will have to sharpen 
his pencil, do some careful figuring, 
keep records, and act as efficiently as 
possible, else he will pass out of the 
picture. He must recognize the new 
type of customers; that women are a 
great factor in merchandise buying and 
that friends are very valuable to him. 
“Henry Brown is the architect of 
his own fortune and the creator of his 
own future. Much depends on Henry 
coming to these conventions and taking 
good ideas home with him—then putting 
them into practice in his own store.” 








Oklahoma Proves Ability to Play Host 


zations have never been built on price. | hard, Blackwell; N. H. Walton, Paw- 


1. Where do I want my business to 
go? 

2. What will it cost to take it there? 

3. Am I willing to pay the price? 


Henry’s real problem is self. 
The following officers were elected: | 


President, A. G. Hoge, Oklahoma 





It was decided to hold the next an- 
nual convention in Pocatello. 

The chief entertainment of the con- 
vention, the annual banquet was very 
well attended by dealers, jobbers and 
manufacturers’ representatives. The 
S. H. I. P. Club (Salesmen of Hard- 
ware, Implements and Paint) provided 
a real entertainment. There was an 
abundance of good talent and everyone 
enjoyed the solos and speeches rendered 
by those in attendance. W. E. Gnadt, 
Captain of the S. H. I. P. Club, is 
affiliated with the Salt Lake Hardware 
Co. First Mate, J. M. Hysmith is with 
the George Lawrence Co., and Second 
Mate L. W. Evans is with the Inter- 
national Harvester Co. The ladies at- 
tended this banquet, which was fol- 
lowed by several hours of dancing. 


(Continued from page 66) 


huska; Otho Mooney, Temple; Chester 
Young, Carmen; and A. C. Neal, Te- 
cumseh. 

The convention closed with a_ ban- 








City; first vice-president, R. S. Goffe, 
Sulphur; second vice-president, B. M. 
Hippard, Watonga; secretary, Charles 
L. Unger. 

Directors: Earl Littrell, Sayre; E. O. 
Flood, Mountain View; H. C. Gear- 


Henry Brown, he declared, likes to 
lay the blame for his failures on some 
one else. Give me the price, he says, 
and I'll show them. As a matter of 
fact, while price is a factor, price alone 
can never make success. Big organi- 


quet and dance at the Chamber of Com- 
merce Building. Judging from all that 
happened during the convention week, 
the entertainment of the next National 
Congress is in good hands. 











Gold Medal Cutlery 
An Edge on Them All! 


The recognized Quality of Clauss Cutlery 
makes sales easy—the Clauss policy in sell- 
ing assures a good profit to the dealer; 
that is why so many thousands of Hard- 
ware Merchants go to Clauss for their 
shears, scissors, pocket knives, razors, man- 
icure sets and other similar items. 





This Better Snip in 
an Attractive Package 
is a Profit Builder 


It is a sturdy, 
drop-forged tool, with red enameled handles, packed in a box worthy 
of this fine snip. A hinged cover, printed in full color, allows counter 
The Red Snapper is made in 


Every man who sees the Red Snapper Snip wants one. 
Find out for yourself the profit which can 
be yours—check and sign the coupon and 


or window display that attracts sales. mail it today. 


three sizes—7, 10 and 12 inch. 





The Clauss Shear Co., Fremont, Ohio 





Send me complete information and prices on the 
items checked. 

O) Red Snapper Snips 

(0 Sickle Edge Bread Knife 

0) Shear Display Cabinets 

(0 Assortments for Cutlery Table 

O Pocket Knife Cabinet 

(1 Send Catalog 


3-Way, Sickle Edge Bread Knife 


Unquestionably a big advance in Bread Knife design. This latest 
design in a sickle edged knife makes a cleaner slice and fewer crumbs. 
Teeth do not protrude to fray towels or gather lint. A quick seller 
carrying a good profit. 


The Clauss Shear Co., Fremont, Ohio 


Address 
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Adjustable 
RADIATOR SHIELDS 


Show your customers that “GEM” 
adjustable Radiator Shields are the 
best preventors of ugly smudge 
spots on walls and ceilings above 
radiators. Ten popular sizes, gold- 
pon aluminum or ivory finish. Adjustable to radi- 
ator top widths 6” to 13”; lengths 11” 

”, Beh & Co., 1140 Broadway, New 



























IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








BURNLEY | 


The Soldering | 
Paste that has ! 
satisfied cus- 
tomers for over 
23 years. 





IDERING PASTE 
Cee) 


BURNLEY BATTERY & MFG. CO. | 
NORTH EAST, PENN. | 


Sample free. 
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WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 


Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 











COMING CONVENTIONS 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, some time in May, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


ILLINo1Is RETAIL HARDWARE ASSOCIATION CONVENTION 
4ND EXHIBITION, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, II. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
t1oN CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CUNVEN- 
rion, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

Mississtpp1 RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank Bldg., 
Indianapolis. 

New ENGLAND HARDWARE DEALERS’ ASSOCIATION COoN- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 1929. 
George A. Fiel, secretary, 80 Federal Street, Boston, 9. 

NortH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Ou10 HARDWARE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Building, Dayton. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE AS- 
SOCIATION, INC., CONVENTION AND EXHIBITION, Commercial 
Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. Sharon E. 
Jones, secretary, 610 Wesley Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 

VirGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thomas 
B. Howell, secretary, 602 Broad Street, Richmond. 
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Indiana Dealers Convened at Hoosier Capital 


competition as an incentive to spur you 
on to further efforts. Find the gaps in 
your stock. Train the customers mind 
up in a price range. If you use loss 
leaders, make them genuine bargains. 
Confine this activity to not over a dozen 
items. Women are the influencing 
factor in 95 per cent of the sales. Cater 
to the women. We are like moths, we 
congregate at the brightest light. 
Women love demonstrations, Let’s have 
more of them. You can bluff the man, 
but the woman knows when you are 
lying. They are shrewd and are better 
buyers than the men. Study the field 
for the possibility of new goods. Sup- 
ply the modern demand, Give more 
time to the jobbers’ and manufacturers’ 


salesman, who has a new line to show 
you. Elimination of dead lines is just 


as important as adding new lines. 
Know what the other fellow is doing.” 

At the conclusion of the summariz- 
ing address, President Miles called the 
nine past presidents who were present 
to the platform, where they were pre- 
sented with pigskin bill folds as tokens 
of appreciation from their fellow mem- 
bers. 

Friday's session had “Controlling for 
Profit” as its theme. President Miles 





(Continued from page 67) 


introduced Chas. I. Crawford, mer- 
chandise manager, Burke Hardware 
Co., Waukegan, Ill. In speaking on 


“Control—the Ultimate Answer,” Mr. 
Crawford said in part: “All merchants 
have found it aehard struggle to meet 
expenses, during the last few years, but 
the hardware dealer has been slower 
than the rest to adopt the new, modern 
methods. You are perfectly able to 
meet chain store problems, if you will 
adopt modern ideas. Follow a budget 
and use the system of business control 
recommended by the National Associa- 
A. budget tells the dollars where 
to go. You know what to do and what 
not to do. Control is the final answer. 
Just as the lack of control has forced 
many baseball pictures to retire from 
the box—so has it forced many dealers 
to retire from business. Use the ex- 
pense control and business control to 
place the plan at work. Too much 
economy in expenses sometimes reduces 
sales volume. Salaries are the largest 
item of expense, and for that reason 
are more important. Open display 
tables will reduce expense. Save the 
time and the steps of your sales people 
by using modern fixtures and by careful 
stock arrangement.” 


tion. 





Mr. Crawford then answered dealers’ 
questions on concerning his address, 
after which, L. M. Pletcher, Delphi, 
Chairman, Committee on Resolutions, 
made his report. It recommended that 
the addresses delivered by F. J. Nichols, 
be printed and copies sent to every 
member. It all endorsed the new plan 
ot consolidating all of the convention 
features under one roof as a progres- 
sive step, and approved the work of the 
hardware school. 


On the report of L. W. Slater, Argos, 


the chairman, nominating committee, 
the following gee were elected: 
president, Chas. C. Bryan, Tipton; first 


vice-president, x Gunn Haydon, Rush- 


ville; second vice-president , I. O. 
Reinoehl, Kendallville; directors: Wm. 
Emrich, Jr., Indianapolis; L.  M. 
Pletcher, Delphi; Alfred Gronemeier, 
Mt. Vernon; members of Advisory 
Board: Cecil W. Miles, Tipton; S. G. 
Bartel, Evansville; L. W. Slater, Argos. 


Ladies were entertained with theater 
matinee parties on both Wednesday and 
Thursday and were guests at the ban- 
quet and dance at the Columbia Club 
Thursday evening. Rev. John L. Davis 
of New York City, was the principal 
speaker at the banquet. 








tion. 








509 E. Hennepin Ave. 
Minneapolis, Minn. 





The Best is none too good 


SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


<i ee 


Trade Mark 


Beware of Imitations 


Manufactured by 
E. A. as Manufacturing Co., Ltd. 
skilstuna, Sweden 
SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 
304 na Am Bidg. 


flocks. 











Coristine Bidg. 
Montreal, Can. 








UP-TO-DATE 
Poultry Equipment 


For a Billion Dollar Industry 


A line with exclusive selling features including complete 
assortments of equipment to take care of various sized 
Something entirely new and a sure profit-maker. 
Every poultryman needs Up-To-Date Equipment and he is 
making good profits so that he can buy what he needs. To 
help you sell, a national advertising campaign will start in 
all of the leading poultry papers in January and continue 
throughout the selling season. 


Every piece of Mit- Shel Up-To-Date Equip- 
ment is conveniently packed, and uncondition- 
ally guaranteed by one of the oldest and 
largest manufacturers of poultry ecuipminy, 

in the United States. 
Send today for 
Dealers’ Catalog and Handbook. 
the first step towards a profitable equip- 
ment business, 


Mit-Shel Stamping Mfg. Co. 
411 Payson Ave. 
























the new Up-to-Date 
It is 








Quincy, Ill. 
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Do you do only a 
fractional business? 


Do people in your community think of your store only as a location where they can buy 
hammers, nails and door knobs? 


If so, you are unfair to them, to yourself, and to the manufacturers whose products you sell. 


Family buyers in your trade area will think what you make them think. If you leave them 
to their own devices, the many really valuable and profitable items in your store sell off only 
slowly to occasional buyers. 


You can educate the buyers in your community effectively, at a minimum of outlay. You 
can induce them to visit your store in greater numbers. The Bunting System is at your 
disposal. Through it, more than 300 manufacturers proffer support toward a local publicity 
campaign which will tell your community what it ought to know about your store, your 
service and your merchandise, and which never fails to get attention and results. 


Let us show you what other enterprising dealers are doing and the list of manufacturers 
who are helping them build bigger hardware businesses via The Bunting System. Your in- 
quiry is solicited. 


THE BUNTING SYSTEM, North Chicago, Illinois 


























Steel Sheets 


That Resist Rust! 































Highest quality steel sheets for the engineer- 
ing, railway, industrial and general construction 
fields. _This Company is the largest and oldest 

; manufacturer of Black and 
Galvanized Sheets, Blue 








GENERAL OFFICES: 


DISTRICT SALES OFFICES:—Cnicaco, CINCINNATI 
Denver, Detrorr, New ORLEANS, NEw YORK 
PHILADELPHIA, PITTSBURGH, ST. Lours 


y. AMERICAN 


Manufactured by 


es Sheet and Tin Plate an 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
Frick Buitpinc, PirrspurGcu, Pa. 


Annealed Sheets, Kevitiiie Rust-resisting Cop- 
per Steel Sheets, Roofing Products, Culvert 
Stock, Tin and Terne Plates, Etc., for all uses. 
Sold by leading metal mer- 
chants. Send for booklets. 








Export Representatives—U. S. SrzEL Propucts Co., New York City 
Pacific Coast Reps.—U. S. SrzEL Propucts Co., San Francisco 
Los Angeles, Portland, Seattle, Honolulu 


To. ———_—-—— 




















SHEET STEEL=—— 


TRADE EXTENSION COMMITTEE 


a 
——— 
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THE FIRST COST IS NOT THE REAL COST— 


The real cost of a clipper is its purchase 
price plus the cost of resharpening and 
replacements. When you sell Brown & 
Sharpe Clippers you assure your customer 
a saving in time and money. Brown & 
Sharpe Clippers, carefully designed and 
with accurately ground plates, give satis- 
factory service for years with few sharp- 
enings. 









Ask for a catalog list- 
ing our complete line of 





n Sharpe 


“Standard of the World’ 


Brow 




















BABCOCK 


SPRUCE LADDERS 


Order for Spring We Pay the Freight 
LADDERS AT ATTRACTIVE PRICES 
Write for Our Booklet and Latest Prices 


Prompt Shipment 


W. W. BABCOCK CO., Bath, N. Y. 
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General Taper Close Top Fruit Single Western Electric 
Purpose Single Fruit 


Extension 
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A FrantZ Cane Bolt 
Holds a Door Securely 
...... Open or Closed 



























Garage doors equipped with FrantZ 
No. 680 Cane Bolts are practically 
burglar-proof. A turn of the handle 
from the notch on which it rests when 
raised and letting the bolt fall into 
a bushing in the floor will hold the 
door securely closed . ° 
Also acts as a door holder when 
a hole in the cement drive or a 
pipe in the ground is provided 
into which the bolt can be 
eb 8 we te 
Easily installed on doors of 
any size or thickness. Write 
Dept. H-429 for prices on 
this unusual Cane Bolt. 


FRANTZ 
MANUFACTURING 
COMPANY 

Sterling 


Illinois 





















J 


No Hardware is Genuine FRANTZ 
QUALITY without the Red Label — 






KIMBALL ELEVATORS 














LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on th machines. 
They come sawed, drilled, fittdd, -ready for 
assembling. 


KIMBALL BROS. CO. 


1117-4] Ninth Street COUNCIL BLUFFS, IOWA 

















Build Trade 
With Toys 


Only a few years ago Toys 
were looked upon as a novelty 
in a Hardware store. 


Today Toys are a staple in 
many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 


You can keep posted on 
what is New in Toys, as well 
as New methods of displaying 
and merchandising them by 
reading Hardware Age. 


HARDWARE AGE 


239 West 39th Street, New York, N. Y. 
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Gentlemen: 
We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 


As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Bdi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc.. 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers, 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardwere Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 

Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 

records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries, Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


oe oe ee 











Sell Bottle (aps 
every day To Lice Yeay 





CO) cS —_ S 
Oh! Weare the busy ‘‘Pyramid Kids”’ 
With our wonderful PYRAMID CAP 
Catsup and Root Beer and all kinds 


of stuff 

Have to be sealed and sealed sure 
enough 

Yet the job is a cinch and can’t be 
called tough 

With our wonderful PYRAMID CAP 








‘‘In Sealed Packages For The Home”’ 
Wonderful new ‘*‘Cushion Seal’’ cork disc remains 
soft and pliable. Special paraffin coating. Labora- 
tory tested. 

If you have never handled Bottle Caps, ask for 
proposition on special display case shipment. 
CROWN CORK & SEAL CO., Baltimore, Md. 
World’s Largest Bottle Cap Makers 
Including the famous ‘‘Home Use Brand Cap”’ 


ed 
The Crown Cork & Seal Co., Baltimore, Md. 


Mail mea sample (14 gross) Box Pyramid Caps. 
Enclosed find 10c. for postage. Also send me 
special proposition. 


i eR ieee eae area 
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It cuts clean 
and quick 


Oswego 
Standard 
Pipe Cuiter 


ERE is a tool that cuts down the time of pipe 

cutting, thus cutting costs. The frame is drop 
forged steel, assuring rigid holding of the cutting 
parts, keeping them in true position at all times. It 
is a combination one-wheel or three-wheel pipe cutter, 
as two wheels can be replaced by two rolls when 
desired. 

The usual Oswego workmanship, every part 
rigidly tested and guaranteed, as are all Oswego 
products. 

The line includes Wrenches, Vises and a wide 
variety of construction tools. The Catalogue illus- 
trates and details fully. 


THE OSWEGO TOOL CO. 


Established 1887 Incorporated 1893 
Oswego, New York 















BE YOUR OWN 
SHOW CARD WRITER 


Every alert merchant knows the 
value of attractive display cards 
and streamers that feature the 
quality, usefulness, and price of 
his merchandise. And the Sten- 
cilor puts within every mer- 
chant'’s easy reach 
the means to do a 
professional job of 
card writing and 
lettering, 
without any 
muss or 
fuss, and at a 
fractionof 
the cost of 
outside as- 
sistance. No 
other equip- 
ment is neces- 
sary. The Sten- 
cilor comprises 
every element 

needed, in its 
t has become STANDARD EQUIPMENT 
AND OTHERS who have discovered from 
















compact, handy case. I 
WITH CHAIN STORES 
actual experience that ‘‘goods well displayed are half sold.’’ DIS- 
PLAY YOUR STOCK WITH PRICE TICKETS, SHOW CARDS 
AND SIGNS MADE UP TO THE MINUTE WITH THE STEN- 
CILOR. For prices and detailed information, write 


DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 

ummm Attach this coupon to your firm letterhead sm 
Send to your nearest office— 
DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
Eastern Agents, Display Material Co., 191 Pearl St., 
New York, N. Y. 
Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 
Central States Agents, Stencilor Sales & Supply Co., 361 
W. Ontario St., Chicago, Ill. 

Please send me without obligation a copy of your book, 
“‘How to Make Signs."’ 


AMD ccccccccvesscocvcccccccvccceseccevovecesceesocos 























PLYMOUTH 


NEVERFAIL 
CORN 
SHELLER. 


Capacity, 10 to 
14 bu. per hour. 


Poultrymen, dairymen, stockmen and farmers all have 
need for one or more hand corn shellers. You can 
dispose of a score or more of Plymouth Shellers this 
season if you will display the popular ‘‘NEVERFAIL” 
where it can be seen by those entering your store. 


Plymouth Corn Shellers are the largest selling hand 
corn shellers on the market today, because of their 
heavier construction, and their faster, more thorough 
work assured by most careful fitting and machining 
of parts. Made in four styles and sizes, capacities 8 
to 16 bu. per hour. 


Write for catalog and full information. 


The Fate-Root-Heath Company 
901 Riggs Ave. Plymouth, Ohio 





A Better Grade of 
Wire Netting Than 
Straight Flat 
Hexagonal Mesh 
Has Never Been 


Devised. 


Many substitutes 
have been ad- 
vanced; and while 
we make them, we 
unhesitatingly rec- 
ommend our Su- 
perior Hexagonal 
above all others. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 





















Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
———-. + +r + + 


RIFFIN 


~ Manufacturing Co 


ERIE, PENNSYLVANIA 
yanch Offices__ 
oe Corks 65 ee 


Chicago, 555 
Boston, 76 Batirymarch 
San Francisco, 703 Market St. 

















4 Bill of 
Goods 


het an Opportuni 
for Profits 9 


Get your order in now for what already promises to be 
an Everedy Year that will excel last year’s big record. 
Experience has shown that Dealers who anticipate the 
seasons with timely displays are the ones who get the 
business. New Sales Helps. New Advertising Aids, 
and increased Everedy National Advertising give you 
a big opportunity for fast sales and fine profits. 








Pneumatic Door Closer No. 1000 
For Screen and Light-weight Doors 


The door closer that sells and “‘stays sold’’ because it is busy closing 
doors in a silent and satisfactory way. Mechanically perfect. All 
steel and brass construction. Easily attached and nothing to get 
out of order. Dull nickel finish. Retails for $1.00. (Far West and 
Canada $1.25.) 









EVEREDY 
Double-Duty Door Closer No. 2000 


For Heavier Doors 
Equipped with double springs, one in jamb bracket and one in 
cylinder. Very powerful. The only double-spring door closer on 
the market. Extra heavy brass and steel construction. The united 
closing power of double springs guarantees quiet and sure closing 
of heavier doors. Dull brass finish. Retails for $1.50, (Far West 
and Canada $1.75.) 


Remember These Sales Features 


Everedy Door Closers need only a screw 
driver to attach. No tools required to 
detach. No mechanical change required 
for either right or left-hand doors. Patented 
Everedy Valve regulates closing speed by 
simple twist of cylinder. Individually 
packed with all necessary hardware in at- 
tractive, three-color display carton. 


J 
Handsome, Demonstration Mount, finished in 
F R E Eigreen lacquer, sent you-—-FREE postpaid—and 
free. Just fill out the requisition Post Card 
enclosed with each dozen Door Closers and mail to Factory. Other 
New Dealer Helps Free. 
Prices slightly higher in far West and Canada 


Write for Catalog 


THE EVEREDY COMPANY 
Frederick Maryland 


Manufacturers of Everedy Bottle Capper, Syphon Filter and Strainer 
Set. Nationally Advertised and Carried by Leading Jobbers 
Everywhere 
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“ARMSTRONG BROS. 
Improved Chain Pipe Vise 


Light, Strong—Fits in tool bag, attac hes anywhere. 
One piece (patented) drop forged jaws give full 
support, prevent bending smallest pipe. Base and 
handle are drop forged, Screw of Alloy Steel, 
Chain-—proof tested. 


This Mark QD ie Satisfaction 


Armstrong Bros. Hinged Vises are of improved 
design and superior workmanship. Automatic 
locking, quick action, great strength, conve- 
nient weight, Jaws of hardened tool steel— 
Hooks Drop Forged 


Write for Free Catalog B-27 Today 


ARMSTRONG BROS. TOOL CO. 
314 No. Francisco Ave. Chicago, U.S.A. 

























POULTRY -SHEARS 


Best Quality. Makers of 
all kinds of high class 
Poultry Shears 
since 1905. Buy <& 
this famous 3 









Eagle 
Poultry Shear 
from the inventor. 


AUGUST BRECHER 
SOLIGEN 3, Germany 


+ ait Shears with handles of Celluloid in 30 
different colors. Stainless-Shears, Gilded Shears. 

















CANS and PAILS 


to meet the Spring Demand. 





Ask your jobber—or write 


Sizes and styles for THE WITT CORNICE CO. 
Shel to easter’ 


from 3 to 5 ordinar 
— %- 2114 Winchell St., Cincinnati, O. 


Can Specialists Since 1899 




















Metal Counter Display Style “L”’ 
\ “Pins Mad f 
Vor’ PUSH — AKC m\ at aN 
in mahogany 
brown color 


r 
| 


40 packets with lettering 









;-———_ 
ADEEEBBIB 


Moore 

Push-Pins. and products 
110 packets is lithegraphed 
Moore a in gold. 
Push-less y  &S 

Hangers as ee 














Starrett Steel 
Tape No. 


most popular 
low priced 
tape is the 


Sell Starrett 


2553 


SAMSON CORD AGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


PrVa st eicitrtackeacriiiamceaietetactulir lati 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 


UT AU OL OL 



















IE 






WIRE PRODUCTS — 


for every need 


Cambria Fence 
Steel Fence Posts 


Wire—Barbed, Barbless and 
Twisted, Processed, Bright 
and Galvanized 
) Nails—Cement-coated, Bright 

Blued and Galvanized 


Wire Rods Staples 


BETHLEHEM STEEL Po ag ta 
General Offices: BETHLEHEM, 


| BETH LEHEM 


LAAT 


ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 
Home of the Worlds Finest Steel 


PR 





i] 


lire 











Sissdeien, Wass 
& i INC. 


162 Sunaie st. 
New York City 


BARelay 0844 
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PLUMB TVV 


ZX HAND-FORGEDX 


LS 


This Display Board 


Sells tools fast! 










Install one in your store. 


Plomb Tools are su- 
perior quality, hand- 
forged for great 
strength and long wear, 
for Carpenters, Plum- 
bers, Auto Mechanics, 
Tinners, _ Bricklayers, 
Concrete Workers. 


Send for our 
Complete Catalog— 
we sell you direct 

and 
Advertise Nationally 


Plomb Tool Company 


2209 Santa Fe Ave., 
Los Angeles 


1146 W. Lake St., Chicago 
12 Lispenard St., New York 


‘ Immediate Delivery from 
Warehouse Stocks 









<a | 
] Just Tacks and Small Nails 


After purchasing small items such 

as tacks and small nails, folks are 

— to forget where they got 
em. 


But the full weight, good qualit 
of Atlas tacks, always iiguaaies 
them favorably. 


And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 


We print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 
It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


ee | 


$4 4 SF S$ Sj SS SS 
4 SS FS SS SHS Sj SH 

















Practical Because 


Adhesive 


A few windings 
of Slipknot 
Friction Tape 
will convince 
any dealer of its 
adhesiveness. 
Try it yourself. 
Once applied it 
holds _everlast- 
ingly. 

Not affected by 
weather condi- 
tions. Will not 
dry out. Free 
from pin holes. 
A satisfactory 
tape for any 
purpose. Won- 
derful seller. 
Remember— 





Slipknot is put up in 1, 2, 4 and 8 oz. rolls, in Orange 
and Blue packages. Also in Counter Display Cartons 
in 1 and 2 oz. rolls. 


Also manufacturers of Rubber Heels 
and Composition: Taps. Send for Prices. 


Plymouth Rubber Company, Inc. 
1000 Revere St., Canton, Mass. 











**That 
Reminds 
Me—!”’ 





The Modern store of 
A. M. Griffin, Plain- 
field, N. J., is Heller- 
equipped. 


Stores that are equipped with 
modern Heller merchandising 
fixtures are stores with ous- 
tomer appeal. They not only a 
draw new trade, but also sell 
your present customers to capacity—silently, psychologi- 
cally—with no more effort on your part than usual, 
When the customer enters to buy a pound of eight penny 
nails he will exclaim, “That reminds me—I must have 
some of these hinges, and one of these saws!’’ What you 
show, you sell, now-a-days. 
Fill in the questionnaire below and send to the W. C. 
Heller Company for Heller’s personal suggestions on how 
to modernize your store. You too should be hearing that 
profitable phrase, “That Reminds Me!” 

Be sure to see the Heller exhibits at any of 

the following conventions during February: 

Detroit, Rochester, N. Y., Philadelphia, and 

Cincinnati. 


HELLER 


Business Building Store Equipment 
Check tne temo you exe imeretet is. T W.C. HELLER & CO. 


tear out this and mail it teday. 


Ne 





(New Style Display Tables 700 Bryant St., Montpelier, Ohio 
O Price Tickets for Display Tables New York Office, 26 Vesey Street, 
C) Display Door Wall Cabinets Buite 500 ) 
67-A 2-14-29 Write name and address in margin below y 
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OINT by point, compare the new 

Holmes with any electric refriger- 
ator on the market. It sets a high 
mark in America’s fastest growing new 
industry. 


HOLMES PRODUCTS, 
205 East 42nd St. 


HOEMES 


ELECTRIC REFRIGERATOR 


INC. 
New York 





Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Fig: N 


Straight and End Cut with Nut Splitter. Steel Pla 
aws rigid. Made in SIX SIZES and “THREE STYLES. 


Buy the Best. These Tools are Time Savers. 
If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 














“ALPCO” Aluminum Levels! 


OW priced, absolutely accurate, light weight and 
practically unbreakable. Spirit glass gauge if 


broken is easily replaced by anyone with “O” 
repair insert. 
chine finished and polished. 
line. 

Send for Catalog, Prices and Discounts. 


Patented construction features. Ma- 
A profitable first-class 





ALUMINUM PRODUCTS CO. 
Plainwell, Mich. 








McKAY TIRE CHAINS 
are satisfying motorists everywhere because 
they’re built to last. A steady year-round 
demand for McKays is bringing in worth- 
while profits for McKay Dealers in every sec- 
tion of the country. 
















MSKAY TIRE CHAINS 


~~ MSK 





ERS CUSHION TIRE 
4E--s STORE LADDERS 


t+ Insure perfect shelf service for any 

SF line of merchandise. Deep tread steps, 

peogerty senees. with convenient full 

—— cay length ndholds on both sides of 
~~ ladder permit mounting or descending 

with ease. Both hands free to remove 

or replace stock without danger of fall- 

ing. Cushioned Tired Trolley and Truck Wheels elim- 

—— wa and —— vibration. Erection as simple 

B,C. Utilize small space. Make top shelves 

ae available for stock poapecs poses. One style— 
neat of design—nicely finished—any height ceil- 

ing. Thousands in use. Circular on request. 


me FE MYERS & BRO.co. 
/ ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


TT 
























MTT 
| 
































MASTER PLIERS 
Unbreakable—Guaranteed 


“. ae powerful compound —* eaal design means easicr cuts, 
longer life, greater usefuln 


Sings Oe ean seats x 
Pliers. from your 






PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 














The reputation of 


Brown €4@ SHARPE 
4 Went) a 


for Accuracy and Reliability 
finds them a ready market 
wherever metal is used 


BNHKOWN SHARPE MFG ¢ 
Provinence RI USA 


Standard of Accuracy 


Wor lds 








cover— 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 

Read Hardware Age as a duty to 
yourself. 
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R. MURPHY’S @zyeza KNIVES 





Shurt Cutters and Pattern Makers Handles and Blades 


No. 1 Handle for Nos. 0 and 1 Blades, full length of handle. .4% in, 


No. 2 Handle for No. 2 Blades, full length of handle....... % in. 
Shirt Cutters’ and Pattern Makers’ Blades 
No. 1 Blade, % in. wide, $ in. long 
No. 2 Blade, % in. wide, 9 in. long 
Blades are specially processed Jessup steel. Hand honed edges hold their 
edge mrt and cut thru many thicknesses, true as a die. The handles 
are R. RPHY made; fit the hand; none better 


Here’s a few others in the R. MURPHY line: 

Shoe Knives Oyster Knives Pruning Knives 
Sloyd Knives Rubber Knives Kitchen Knives 
Paper-Hangers Knives 

You will find every one a profitable one to sell—for R. MURPHY KNIVES 
are on every work bench where quality counts. 


Write for prices, terms, catalog, etc. 


Robert Murphy’s Sons Co., Ayer, Mass. 











Simplex 
Screw Jacks 


Sell on are: 


[heir Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton, Kenly & Co. 


EST.1899 


Sim plex Lever Jacks, 
Pipe Pushers 
and Trench Braces 
have been famous 


Chicago, IIlL.,U.S.A. for Years 





iheschectiadiog BITS LEAD 


their own way through! 
Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders, miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 
Write today for folder and price list. 











BIT 


Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 





STRATTON?! 


GOOD 


For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 


wooD 
Emaneling, bot | LANDES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 








Nail and Cuticle 
NIPPERS 


from the most important 


Special Factory. 
EMIL GIERLING 








Solingen Yi Awarded Silver Medal Panama-Pacific Exposition. 
Germany Name and design trade marks registered U. 8. Pat. Of. 
Ask : ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 
“15 for samples. Trad Sole Manufacturer 
de 
Mark 
q 





Robertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 














The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 











Look for the full name 
Russell Jennings 


! 
the r ' ( 


Auger Bits 


\, 


‘i 


Russell Jennings Mfg. Co. 
Chester, Conn. 








They set up a howl for the 


Wolves of Lenox! 


one ee the country over—men 
who pro of the work they do— 
quickly. aa the difference in these 
—— long-lasting blades—call for 

mame again and again! Their 
demand” for quality means sales volume 
for the dealer—turnover—profits! 
Attractively packaged—well advertised— 
let us start to sell these Packs of Lenox 
Wolves in your territory for y 


"The Tools in the Plaid Bor 


AMERICAN SAW & MANUFACTURING COMPANY 
Springfield Massachusetts 
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Classified Opportunities 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section 50% off rates quoted 














Address your advertisements and replies to 








Set Solid, Minimum of 5 lines... .$3. Hardware Age, Classified Oppor- 
Each additional line ‘60 Siti ee Weil Minains tunities, 239° West 39th St. New 
All Coptiale, Minimum of 5 lines.. 4.00 _ ~~ no York City 
Eac iti ; 
ional line 80 4 insertions, 10% - 8 insertions, 15% Harpware AcE is published each Thursday. 





Average 10 
Als on words to a line Forms close Nine Days previous to date of 
low One Line for Keyed Address Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addres to box numbers. 














= BUSINESS OPPORTUNITIES SALES ACCOUNTS WANTED 


FOR SALE—RETAIL HARDWARE STORE SITUATED IN THE 
ey Bie OF + ee ae SEACOAST CITY OF 
60, , Is “D 25 TEARS. CLEAN STOCK, STORE A 4 

ttention, Manufacturers! 


FITTED WITH WARREN FIXTURES. STOCK AND FIX- 
TURES INVENTORY ABOUT | $35,000. ADDRESS BOX 1-257, 
ORK: ‘ 
on Old established firm of 
Manufacturers’ Representatives 








CARE OF HARDWARE AGE, NEW Y 





FOR i % GOOD CLEAN STOCK OF HARDWARE, Plumbing 








and Tin Sh In connection will sell hardware stock separate if desired. . 
Stock invoicing around $20,000, doing a nice business, best location in DUN’S RATING: $125,000—High. 
a e.. . Soouted a Se penton = 54 — lines of Penna. & 
New Yor r ailroads, also on Lincoln Highway. Add E. i iti i ig-volum 
TEE Seaeael  Saee ghway ress Wishes to handle additional lines or big-volume 
specialty items on 
FOR SALE—COMPLETE SET of Heller patent panel d hard H 
fixtures; 3 Myers rolling ladders; 2 large cabinet des 4 an 5 dmmer Pacific Coast 
cash registers; 2 large safes; 2 Mosher’s tool racks; 5 six foot oak show 
cases; 2 five roll, 12 ft. linoleum racks. WALBERTS & TIMBERLAKE, We sell your merchandise on a commission basis fer 
Columbus, Kan. shipment from your factory or handle and distribute 
RSG RAED AEE ee ——— our line throu our well-organized selling and ship- 
WANTED—TO BUY GOOD HARDWARE BUSINESS in town not icine et anadinen pa é 
over 6000 population central North Carolina or Western New York. Give 
full details of business, price, terms, etc. Must be good clean stock with- Our Own Warehouses in 


out plumbing shop. Address Box 1-256, care ot HARDWARE AGE, New York. 


Los Angeles and San Francisco 





FOR SALE—$14,000 Stock of Shelf Hardware, tools, etc., in Illinois, 


Pals come | Sonia dea tr ee blished 20 years. Address Box eliminating for you all merchandising expense and 
credit risks. Correspondence invited. Box I-216, care 
of HARDWARE AGE, New York. 








POSITIONS WANTED i) 


,_ EEE HARDWARE ove desires Western New York 
Territory representing one or more manufacturers or jobbers. Thoroughly 9 

familiar with house furnishings, general and builders’ hardware, builders’ MANUFACTURER Ss REPRESENTATIVE 
supplies, paints, etc. Twelve years’ experience as salesman, assistant 
manager and buyer. References. Address Box 1-258, care of HARDWARE 























Open for two or three representative lines of hardware and house- 
furnishings to jobbers and department stores in the following terri- 
New York State, New Jersey, Philadelphia, Baltimore and 

















Ace, New York. tory: 
fg: Washington. Fifteen years personal contact with hardware jobbers 
BUILDERS’ HARIYWARE MAN—Thoroughly experienced in figuring and leading retailers throughout country. Have made thorough 
all classes of builders’ hardware, also taking complete charge of depart- study of merchandising. Highest credentials will be furnished by 
ment. Experience as estimator and executive covers a number of years many of the best known concerns in the trade. Edward Weingarten, 
with retail and wholesale concerns from whom satisfactory references 286 Fifth Avenue, New York. 
can be secured. Address Box I-261, care of HarpwAre AcE, New York. 





HARDWARE EFFICIENCY AND SALES PROMOTION ORGAN- MANUFACTURERS’ REPRESENTATIVE, desires one or two ad- 
ditional lines from reputable manufacturers. Territory covered, Penn., 


IZER, knowledge of business financing, modern sales methods and man- rs. _cov 

agement. Ability to reorganize concerns which have deteriorated as a New Jersey, Delaware, Maryland and District of Columbia. Address 

result of mismanagement or unavoidable business conditions. Your in- Box 1-236, care of Harpware Ace, New York. 

quiry held in strict confidence. Address Box 1-262, care of Harpware 

ses desasedlcni MANUFACTURERS WISHING A_REAL LIVE REPRESENTA. 

TION in Detroit and Michigan, for Factories and Retail trade, write, 

I HAVE SEVERED MY CONNECTION with Schlage Lock Co., CALLAN, ‘reas & CALLAN SALES CO., 2214 Livernois Ave., 

whom I have represented in Cleveland and northern Ohio with fifteen Detroit, Mich. 

years’ experience in this territory. I am now open for position with manu- 


facturer of similar line of builders’ hardware or hardware specialties. SALES REPRESENTATIVES WANTED 


Address Box I-251, care of Harpware Acez, 1362 Hanna Bldg., Cleve- 


land, Ohio. 

WANTED—POSITION AS HARDWARE SALESMAN in the house | _ WE HAVE BY CHANCE A DEVELOPED TERRITORY open in 
or on the road. Ten years’ experience in retail and wholesale, shelf and | Metropolitan District for a live salesman who can sell goods, not an 
heavy hardware and mill supplies. Age 30 years. _Married. At present ont ene = s nag Fg Sg 5 ighter, mene og ge od 
a Address all replies Box 1-255, care of Harnware ple: Pa gy ge cee ct Hen Vere 

















POSITION WANTED—AS DISPLAY MANAGER. Thoroughly ex- AN OLD ESTABLISHED MANUFACTURER OF COASTER 
perienced in high class Hardware and Sporting Goods Stores, desires WAGONS is looking for salesmen for the states of Iowa, Minnesota, Mis- 
Michigan. We offer first class merchandise, straight 








change. 3 years with present firm. Age 26. Married, reliable and souri, Indiana and 1 y f s ¢ I 
capable. Address Box 1-259, care of Harpware Ace, New York. commission, and exclusive territory. Kindly give full particulars in 
application. Address Box 1-237, care of Harpware Ace, New York. 
SALESMAN, 28 years of age, who can sell, desires to make a change. 
Ts now calling on hardware. and industrial trade covering Eastern Ohio COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 





‘ sylvania. Willing to locate anywhere. Address Box 
wu ioe of "arene et. New York. represented. Address Box H-638, care of Harpware Acre, New York City. 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 











Men calling on regular trade to carry 
complete line medicine cabinets. Lib- 
eral commission. Desirable territory 
now open. State lines carried now, 


references. 


MIAMI CABINET CO. 
Middletown, Ohio 


) 

| 

seta P 

SALESMEN | CALLING ON HARDWARE, Housefurnishings, De- 

| partment, Furniture and General Stores to sell Housefurnishings, Fur- 

| niture Novelties, Dollar Day Specials, Card Tables, Lamps, Mirrors, Pic- 
tures, Bird Cages, Kitchen Stools, etc. which are in great demand. Main 


or side line. Attractive commissions. Full credit on re-orders. Address 
Box 1-260, care of HArpware Ace, New York 
ROPE SALESMEN WANTED! Leading Rope Manufacturer has de- 
| sirable territory open for men who are acquainted with Rope Jobbers, 
| retailers and hardware retail outlets. This is a commission opportunity, 
which will be attractive to men of large earning capacity. State territory 
you cover. Address Box 1-247, care of Harpware AGE, New York. 





LET US Help You Word Your “Want.” 




















ware Age. 


Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
er Salesman with some responsible Hardware company. 

And right now some one may be looking for you. 

The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 
Send your ad to 
Classified Opportunities Dept. 

HARDWARE AGE, 239 W. 39th St., New York 











DUSTERS 
for AUTOS 


Ostrich Feathers 
Skunk-Hairs 
With Gum Handles 


Post and freight free 


WILLY EISENMENGER 
LUDWIGSBURG (GERMANY) 


Representatives wanted 











lof 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warechousee—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohio 











Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section” of this paper. 

By watching the FOR SALE ads you'll be 
reasonably sure to secure a good payin busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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the advertising 
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Ace Hardware Mfg. Corp..... a 
Pe EE Gis v vdevenscsces a 


Acme White Lead & Color 
ML. Weucissbans «weiiecdees 


Addison-Leslie Co. ........... 


RI BER Gein 6's Ficcvvaveds 37 
DEE SA, hewn Sees searey _ 
a ee re 

AR Pestty Cor occsvicccsss 106 
Allweather Ventilator Co...... 

Altorter Baus, 00.34 o% siz c00 -- 
Aluminum Prods. Co.......... 100 


Aluminum Wares Association.. — 
American Chain Co........... — 
Ameritan Flyer Co............ 40 
American Fork & Hoe Co..... -- 
American Gas Machine Co..... — 
American Handle Co.......... a 
American Mutual Liability In- 
Ce eee = 
American National Co......... - 
American Ring Co....... ete 
American Saw & Mfg. Co..... 101 
American Screw Co........... -- 
American Sheet & Tin Plate Co. 92 
American Steel & Wire Co.... 
American Telephone & Tele- 
a ee Saree = 


American Thermos Bottle Co., 
BE. ped tecee beep iwapes tones 


American Weekly ............ 23 
Ames Shovel & Tool Co....... -—- 
Animal Trap Co. of America.. 
Anti-Borax Compound Co...... 90 
Apex Stamping Co.........5.. 


ee ee -- 
Armstrong Bros. Tool Co...... 98 
Armstrong Mfg. Co........... 

Dae ee He Ce eccs sens 42 
Paes TR GOD so occ ccccccscs 99 

B 

Babcock Co., The W. W...... 93 
NE Ns 6s ocsicedtun — 
Banks Steel Post Co.......... 

Barney & Berry, Inc.......... 34 
NE Es ob ca5 0S o> scene -- 


Beardsley & Wolcott Mfg. Co.. — 
Beckwith Co., “Ie..ii....5:.. - 
ei: Ca Sebi es aks. 90 
Beisser Key Machine Co....... ~- 
Belfonte Steel & Wire Co..... = 
oe ee ere -— 
oe ee eer -- 
Bergman Tool & Mfg. Co..... ~- 
Beras Co... Tac. Olde... oc ~- 
Bethlehem Steel Co........... 98 
Billings & Spencer Co......... 7 
Birtman Electric Co.......... “= 
Bissell Carpet Sweeper Co..... -- 


Bosiey Co., D. W 


Brach Mfg. Co., 


Carborundum Co. 


Cook’s Sons, Inc., 


Corcoran Mfg. Co 


Crescent Tool Co 





Cronk & Carrier Mfg. Co 
Crown Cork & Seal Co 


Cyclone Petice CO. occccsecccss 


Wee ME Eos acc omwses 
Blaisdell Pencil Co 
Bluffton Saw Cutter Co 
Bommer Spring Hinge Co 
Boston Varnish Co 


Boston Woven Hose & 
CM oe wicawaladrgtieloncwe owee es 


Day Fan Elec. Co 
: Dazey Churn & Mfg. Co 
Bowen Products Co........... Be Revel Datamter Co 


Brainerd Mfg. Co 
a 


Detroit White Lead Works... . 


sri S Seer . 
Bridgeport Screw Co Diamond Calk & Horseshoe Co. 


Bright Star Battery Co 
Brown & Sharpe Mfg. Co...93, 100 
PETE GER. ostecaien sansa. 
Buffalo Wire Works Co., Inc.. 
Bunting System, The 


Display Material Co 
Disston & Sons, Inc., Henry.. 
Dixon Crucible Co., Joseph.... 


: Domes of Silence, Inc 
Burgess Battery Co 


Purley & Winter Pottery Co.. 
Burnley Battery & Mfg. Co.... 
Burton Boston Brush Co 


Duluth Show Case Co 
Pont de Nemours & Co., 


COWES Te. COs osc cesses 


nT e & eer 
Es 68 Bis srereraidie'a 
Eastern Tool & Mfg. Co 
Eclipse Machine Co........... 


Comes Te Cea is dod aed 
Chain Products Co 
Chase Brass & Copper Co 
Cheney Baek: 3.6 ccecsnses 
Chevrolet Motor Co 
Chicago Flexible Shaft Co 
Chicago Roller Skate Co 
Chicago Solder Co 
Chicago Spring Hinge Co 


Edison Elec. Appliance Co.... 


ee aoe ae es 
Electric Sprayit Co., 


7, 
Chromium Engineering Corp... Tool Works....... a 


Ne ae ee ere 
Reenee TORE Mev isivswscy seas 
Clayton & Lambert Mfg ; 
Clemson Bros., Inc F. & N. Lawn Mower Co., The 
Cleveland Stone Co., 
Fairmont Tool & Forging Co... 
Fate-Root-Heath Co. 
Panttiess OCester Go... 65-0000 


Cleveland Wire Spring Co. . 
Cleve-Way Mfg. Co 
ee oo 


Coldwell Lawn Mower Co Federal Enam. & Stpg. Co 


Federal Washboard Co., The... 
Fitzgerald Mfg. Co., The 
Flexible Steel Lacing Co 


Coleman Lamp & Stove Co.... 
Columbian Rope Co........... 
Columbian Vise & Mfg. Co.... 
Demeiaga COR: sss chsssce 
Congoleum-Nairn, Inc. Foster Bolt & Nut Co 
Conlon Corporation 


Consolidated Electric Lamp Co. Freed-Eisemann Radio Corp.... 


French Battery Co 
Freshman Co., Chas 


Continental Screen Co 


Cook Company, H. C 
Corbin Cabinet Lock Co 
Coin, BP: & Piasiaieciet..- 
Corbin Screw Corp Gates Rubber Co., 
Gendron Wheel Co 


Cortland Grinding Wheels Corp. 








a) Ae 5. Sey _- 
Getz Power Washer Co....... 10 
ee | eee ee er 101 
Gilbert & Bennett Mfg. Co.... — 
Gilbert Clock Co.. Wm. L..... = 
Gillette Safety Razor Co....... —_ 
Globe Vacuum Bottle Co...... — 
Gold Medal Folding Furniture 
OS: snsscpest atten t sth oss — 
Good Housekeeping .......... — 
Geedelprret Ca kes s —- 


Goodrich Rubber Co., B. F., The 11 
Grand Rapids Hardware Co... +—- 
Graff-Underwood Co. ........ — 
Re, “ARS — 
Greenfield Tap & Die Corp.... 2 
Greenlee Tool Co............. -- 


Se sa edu wadeane 97 
H 
Hamilton Beach Mfg. Co...... 
Harrington Cutlery Co......... — 
Hatfield Rubber Works, Inc... — 
ee i ne ool ee 99 
ae ag _ 
Hercules Powder Co.......... 39 
rete Mite. Ci, Re... 5.00 86 
Hibbard, Spencer, Bartlett & Co. — 
ee > a ey —_ 
Holmes Products, Inc......... 100 
Holzindustrie Stadtilm ....... _ 
eg See SPE ee _- 
Hoppe, Inc., Frank A......... 36 
Se WENN. SDs sGs.ceecne oe oa 
| oan rears -- 
Household Magazine, The..... 16 
Huenefeld Co., E. H......... -— 
Re ee errr — 
Hurley Machine Co. ......... = 
Hiygrade Lamp Co............ —_ 
T 
Imperial Bit & Snap Co......... — 
Independent Lock Co.......... — 
Indiana Rolling Mill Co....... -- 
Indiana Steel & Wire Co...... 9 
Ingersoll Watch Co.........-. — 
International Combustion Tar & 
ag Sr eRe ee ee a —_ 
International Nickel Co....... aoe 
International Silver Co........ -- 
International Toy Corp........ —- 
(National Wood Process) 
Irwin Auger Bit Co........... -- 
ee ae: a See - 
ae eee err re aa 


Tennings Mfg. Co., Russell..... 101 
Tohaneson, Wales & Sparre, Inc. 98 


Johnson Arms & Cycle Works, 
ely POA het gil Ser ee 90 





THE DASH (—) 
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Strength 
rucible 
sous ~e Counts 


Box Hook A husky man can tackle 
the heaviest shipping 
case with this crucible 
tool steel box hook and 
pull with all his might, 
yet the handle will nev- 
er come off. 


See that strong steel rod—it ex- 
tends from end to end of the 
handle and is inseparably secured 
to the shank of the box hook. 


THE GREEN LINE 
Includes Punches, 
Box Hooks, Drills, 
Cold Chisels, Screw 
Drivers and many 
other tools. Send for 
Complete catalog. 


THE KILBORN & BISHOP CO. 


New Haven 
Manufacturers of the 


“GREEN LINE TOOLS” Allith “3100” 


Reg. U. 8. Pat. Office 





Floor Hinge 
DOMES of ney —with its many superior features, fine appearance 


and long lasting qualities will answer the demand 
FP ge where floor hinges are specified and needed. 
S L E | C E oe “3100” is noted for quiet, easy operation. The one 
a hinge that fits left or right hand openings; has 
ball bearings in steel ball race; hardened and ma- 
chined moving parts; rolling sliding plunger ac- 
REFILLS: tion; 95° hold back; oil tempered steel wire coil 
D 19 Assort- spring. Dust protection of moving parts keep 
ona this hinge in service longer. 
Me ae Best of all, every hardware dealer can earn a 
and %". $9 good margin of profit as ALLITH “3100” is 
priced fairly, yet has a liberal discount. Keep 
them in stock for replacement and new home 
sales. 





D-19 Assortment 


EASY TO SELL 


Domes of Silence are easy to sell when dis- 
played on your counter. Anyone can put 
them on furniture. They slide smoothly 
and silently, save floors and rugs, and give ALLITH-PROUTY COMPANY 
everlasting service. , ; 
Danville Illinois 


If your Jobber cannot supply you—write us direct. MANUFACTURERS OF 


We also make all grades of Sliding Casters, Pin Garage Door Hardware 
Slides. Felt Slides, etc. Fire Door Hardware 
Spring Hinges Rolling Ladders 


DOMES OF SILENCE, INC, Manufacturers of the finest line of Garage Door Hardware 
21 Pearl Street New York City 
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Porch Sw 




















AS long as American homes have front porches—as 
long as tired men rest gratefully in the carefree 
swinging comfort of the porch swing on a hot summer’s 
night — this commonplace, staple chain specialty will 
be sold—at a profit. 

And of course it will usually be bought in the hard- 
ware store as long as it is on display where it can be 
seen to remind folks to buy. 

Porch Swing Chains in Bulldog pattern, Y-type, may 
be had bright galvanized or hot dip galvanized, in sets 


ing Ch 





, aM 
ain Sets 


of two chains to the carton, with ceiling hooks. Straight 
type, with S-hooks and ceiling hooks, are packed in 
sets of 4 chains to carton. 

Stock up for springtime and summertime ahead—a 
demand exists for porch swing chains. Meet the demand 
and make a profit. Order from your Jobber. 


‘Sas SHAM PRVDVUETS £9 
3934 Cooper Ave. Established 1886 CLEVELAND, OHIO 


Chain Specialties 
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a edie 
a hee eats le he 


XPERT merchandising men of national reputation 

arranged the complete “open table” Wooster paint 
brush displays shown in our new leaflet, “Out Where 
the Public Can See and Buy.” This leaflet gives com- 
plete plans, with every detail described, so that you can 
easily and quickly arrange these popular new “open 
table” displays of Wooster Brushes. .... Why not try 
these displays in your own store? Easy to do, and you 
won’t have to experiment. We give you diagrams, photo- 
graphs and complete instructions free of charge. Send 
the coupon now. Put pep in your brush sales by dis- 
playing them attractively where people can see and buy. 


Don’t forget that the powerful national advertising campaign for 
Wooster Brushes continues in the winter months and throughout 
the year in such great magazines as The Saturday Evening Post, 
Popular Science and Painters’ Journals. 


Ay brig MeN TATM DL 
4 


j 
' 
4 
ie 
; 
i! 
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The WOOSTER BRUSH COMPANY, Wooster, Ohio 
Since 1851—One Family—One Ideal—Better Brushes 


‘ THE WOOSTER BRUSH CO., Wooster, Ohio. 
Sales Research Dept. 
I handle the WOOSTER line and am interested in increasing profits and sales by arranging 
an “open table” display of WOOSTER BRUSHES. Please send me diagram, photographs 
and full instructions, free. 


City and State 
Jobber’s Name 








